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full 18 hours a day. It gets over more territory in this A 
and 
state every hour of the day than any other station. It —- 
look 
Affe Benalver tet makes the most calls, gets a hearing in the most homes —_ 
4 0 0 WATTS ... and checks in with the most orders. From any angle a 
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and every angle . . . market, service, facilities, selling 
1000 WATTS NIGHT cm 
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Established in Detroit August 20, 1920 


AMERICA’S OLDEST RADIO STATION 
DEDICATES THE WORLD’S FINEST FACILITIES SEPT. 16 


rks a 
“this @ With a week of gala programs WWJ, A view of the main studio of WW]—the Auditorium studio, 
America’s Oldest Radio Station, opens its studios seating 340, with complete stage equipment, motion picture pro- 
+ and dedicates their magnificent broadcasting facil- jection room, Aeolian-Skinner Organ. There are five studios 
; ities to the great radio audience which has learned to at WW each with separate control booth and observation room. 
look upon it as the HOME radio station of Detroit. 
ijomes 
The new studios, modern architecturally and 
angle technically unsurpassed, are located directly 
opposite The Detroit News where WWJ made 
slling history 16 years ago by operating the first radio 
station in the world to broadcast regular daily pro- 
ie grams. WWJ invites you to visit these new ee 


dios when you are next in Detroit. You will enjoy 


the experience of both seeing and hearing radio 





performances under conditions equalled only by 
the central studios of the great radio chains. 
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and t 
dollar that we'll work toward having the ment. 
A bs four-ph: 
: L results typical rather than tempting. Be- FCC tc 
any sort, let us consult with you. Having rural | 
9 4 ° . whic 
cause we’re going to have to live with you, aa be 
afterward!!! So yell, Sir, if you want to - T 
— ° INC. 
can tell you what cities will make the most give your plans “the works.” We're listen- the Tes 
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public ; 
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FREE, JOHNS & FIELD, INCG|= 


present: 


Associated with Free & Sleininger, Inc. cation | 


i" location 
e e . _Entw 
uk. ae SFhrinsndiabinnes er 


horizon 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES regiona 
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First Analysis of Rural Listening Habits 


By SOL TAISHOFF 


They Prefer Clear-Channel Stations But They Tune First 
To Regional or Local Stations Within Range 


THREE-FOURTHS of the 
nation’s rural “radio popula- 
tion” of 48,000,000 are de- 
pendent upon and listen to 
high-power clear-channel sta- 
tions because they cannot pick 
up others, but where they do 
have regional or local stations 
within reception range they 
tune them first. 

This is the rather startling 
disclosure of the first compre- 
hensive survey of coverage of 
stations in the United States 
ever made by an agency of 
the Federal Government. Con- 
fined to rural areas, and thus 
eliminating entirely the larg- 
er cities, the survey was con- 
ducted by the FCC in collab- 
oration with the Agricultural 


- Adjustment Administration 


and the Postoffice Depart- 
ment. It was one part of a 
four-phase survey made by the 
FCC to ascertain the degree of 
tural coverage available, upon 
which improvements in service 
may be founded. 


Technical Performance 


COINCIDENT with the release of 
the results of its post-card ques- 
tionnaire survey, the FCC made 
public results of other phases of 
the study to check technically the 
performance of clear-channel sta- 
tions. The sheaf of data was re- 
leased Sept. 3. The survey com- 
Putations will be used for basic 
calculations as to how the broad- 
casting service of the nation as a 
whole can be improved and will be 
Presented at the so-called reallo- 
cation hearings to begin before the 
Broadcast Division Oct. 5 [see al- 
locations story on page 8]. 
_Entwined in the technical analy- 
sis are such factors as the feasi- 
peor d of Superpower operation, 
orizontal increases in power on 
regional and local channels, East- 
est Coast duplication on clear 
channels and other highly impor- 
tant phases of station assignments. 
; at inferences the FCC will 
Taw, or what conclusions it will 
Teach on the basis of these studies, 
Will await the epochal Oct. 5 hear- 
Ings, except for a few unmistake- 
able conclusions that may be 
gleaned from the analysis thus far 
Made. These are: 

1—Clear channel stations, using 





well as clarity of reception. 


but desirable for rural listeners. 
keting” or other interference. 


sufficient. 





Highlights of the Allocation Survey 


ABOUT 75% of the nation’s rural listeners prefer clear-channel 
stations because they lay down the best signals. 


Where regional or local stations are within receiving range, 
they tune them first because of community loyalty and pride as 


At least half of the sets on farms are classified as modern, 
about 75% having been purchased between 1930 and 1935. 


Superpower such as WLW’s 500,000 watts is not only feasible 
There is no complaint of “blan- 


Duplication of high-power stations on the same channel is not 
practicable, but it appears possible to place stations of perhaps 
1,000 watts on the same channel with a 50,000-watt station if the 
former use directional antennas to suppress signals in the direc- 
tion of the dominant station and if geographical separation is 


_, Engineering advances may make possible the licensing of ad- 
ditional regional stations by the use of directional antennas and 
other means of controlling interference. 


Station frequency is as important a factor as power in station 
coverage, with the lower frequencies most desirable. 








high power, are essential if the 
majority of rural listeners are to 
be served. 

2—Rural listeners prefer their 
“home” stations, that is, regionals 
or locals, as indicated by a study 
of post-card responses, but in the 
vast open spaces they are almost 
entirely dependent upon clear- 
channel service. 

3.—Superpower of the order of 
WLW’s 500,000 watts is not only 
feasible, but desirable for the 
rural listeners. WLW was first 
choice of listeners in 13 states, and 
second choice in six others. There 
were no objections to this service, 
and no complaints of interference. 

4.—Duplication of 500,000-watt 
stations or even 50,000-watt sta- 
tions on opposite Coasts upon the 
same channel would precipitate 
ruinous interference. But placing 
a 1,000-watt station with a direc- 
tive antenna some 2,600 miles or 
more away from a_ 500,000-watt 
station, or of perhaps two 1,000- 
watt stations on the same channel 
with a 50,000-watt station under 
similar antenna restrictions, would 
not seriously curtail the secondary 
coverage of the dominant station. 

The questionnaire phase of the 
survey drew an immediate chal- 
lenge from non-clear channel sta- 
tions. They contended it was far 
from unbiased since it covered 
only those deep rural listeners liv- 
ing remote from the cities in which 
there are located regional and 
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local stations and who obviously 
could only get service from clear 
channel outlets. It was openly in- 
dicated that the survey will be 
challenged in this respect at the 
forthcoming hearings. 

New “radio circulation” infor- 
mation, never before available to 
broadcast advertisers, is provided 
in the questionnaire analysis. Ac- 
tual rural population of the coun- 
try, as of Jan. 1, 1935, totaled 
32,779,000, according to Depart- 
ment of Agriculture estimates. 
This represents approximately one- 
fourth of the nation’s population 
of nearly 130,000,000, estimated as 
of the same date. 

While the questionnaire survey 
was restricted to rural areas, there 
is another 12,000,000 of “small 
town” population usually classified 
as rural though located contiguous 
to cities. Agricultural experts 
therefore estimate that not one- 
third, but closer to 45% of the na- 
tion’s population is non-urban. 
The 48,000,000 radio population 
figure in rural areas is based upon 
an FCC estimate of the population 
not in the primary service areas 
of stations. There are 6,700,000 
actual farm families among some 
31,000,000 families in the country 
as a whole. 

And farm income, or annual 
turnover, according to estimates 
released on Sept. 8 by the Depart- 
ment of Agriculture, amounted to 
$8,500,000,000 for last year, or 


about one-sixth of the nation’s ag- 
gregate commerce of some $48,000,- 
000,000. 

In the winter and spring of 
1935 the FCC conducted its allo- 
cation survey in cooperation with 
broadcast stations as well as other 
government departments. The re- 
sults of the questionnaire survey 
were supplemented by reports of 
interviews with listeners made by 
radio inspectors of the 21 field of- 
fices of the FCC, and these re- 
turns, where comparable, coincided 
with the questionnaire returns to 
a remarkable degree. 

Using a selected list of farm 
homes procured from the AAA, 
the FCC mailed 86,000 question- 
naires direct to these rural lis- 
teners. Another 30,000 question- 
naires were sent to fourth class 
postmasters for their own reply as 
a typical representative cross-sec- 
tion of rural opinion. Of the 116,- 
000 total, 46,586 reply cards were 
returned, but of these 13,816 were 
not suitable for analysis. They 
included questionnaires returned 
unanswered, and those sent to 
farm families not having receiving 
sets or who had sets not in operat- 
ing condition. Thus there were 
32,671 usable responses, or 28% of 
the total mailing of 116,000. 


The Questionnaire 


THE QUESTIONNAIRE was de- 
signed first to procure information 
on the relative effectiveness of dif- 
ferent classes of stations in serving 
rural listeners; second, to obtain 
data on types of receivers used to 
ascertain their electrical charac- 
teristics and degree of obsolescense. 
“The FCC is conducting a survey of 
broadcasting to determine what 
stations serve rural and small ur- 
ban areas,” read the questionnaire. 
“The purpose of the survey is to 
obtain data whereby the Commis- 
sion may better regulate radio re- 
ception.” 

The questions asked were wheth- 
er the rural resident owned a set; 
its make; model number; number 
of tubes; when purchased; wheth- 
er in operating condition, and then 
the most important: “Name your 
favorite radio stations by call let- 
ters in order of your ye yl 
Finally, space was left for com- 
ments, of which there were many. 

The information from the cards 
was tabulated to show the listener 
preference as to clear, regional 
and local-channel broadcast sta- 
tions, the year of manufacture of 
the receiver and the number of 
tubes. In its compilation, the FCC 
showed the national rural listener 
preference by channels and then 
according to states. 

For the country as a whole, it 
was revealed that 76.3% of the 

(Continued on page 50) 
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Station Groups Perfecting Plan 
For FCC Allocation Hearings 


Last-minute Efforts Are Being Made to Obtain 
Postponement of Vital Technical Session 


-REALIZING that future broadcast 
allocations are at stake, with such 
policy matters as superpower, east- 
west coast duplication on clear 
channels and horizontal power in- 
creases to be decided, the broad- 
casting industry has taken on a 
group organization aspect for the 
reallocation hearings to begin Oct. 
5 before the FCC Broadcast Divi- 
sion. 

Supplementing the Clear Chan- 
nel Group and the National Asso- 
ciation of Regional Broadcasting 
Stations, both organized to pre- 
sent testimony at the reallocation 
hearings, the high-powered re- 
gional stations now have organized 
and it is likely that local stations 
will be represented by National 
Independent Broadcasters Inc. One 
of the major networks—NBC—has 
made known its plans to present 
pong ag m6 with its president, Len- 
ox R. Lohr, heading its list of wit- 
nesses. CBS has not yet evolved 
its plan of procedure. 


Postponement Asked 


AN ELEVENTH-HOUR effort to 
procure postponement of the hear- 
ings until after the November elec- 
tions is being made. CBS is known 
to favor deferring the hearings. 
It is represented as feeling that 
the steady approach of television 
and the investments it will in- 
volve should be considered, along 
with the fact that political cam- 
paigning is now approaching its 
peak and that station executives 
are desirous of staying at home 
to protect their interests. 

A final reason is the allocation 
survey report made public Sept. 3 
by the FCC, which broke like a 
bombshell in industry ranks [see 
page 7]. The scope of this report 
and its rather sensational dis- 
closures, it is stated, may make 
desirable the allowance of addi- 
tional time which station groups 
may devote to analysing the pon- 
derous document and devising an- 
swers to it. 

_Among non-clear channel sta- 
tions particularly, it is reported, 
the feeling exists that the alloca- 
tion survey is not a fair appraisal 
of rural service of regional sta- 
tions, and that in order to procure 
equitable data, a separate “listen- 
ing habits” study should be made. 
It is argued, for example, that the 
questionnaire phase of the survey 
is challengable since it covers rural 
areas in which no regional or local 
stations aré operating, with the 
result that clear channel stations 
walked away with the vote. 

In any event, it is expected that 
the FCC’s release of this informa- 
tion will precipitate a furore at the 
reallocation hearings, with efforts 
made by separate groups to inter- 
pret the study to fit their own par- 
ticular cases. 

In FCC quarters it is indicated 
that there is little chance of a 
postponement of the hearing since 
everything has been geared for 
the Oct. 5 date. The docket of 


hearings and oral arguments, it. 


was pointed out, is jammed until 
next March, and if a_postpone- 
ment were granted it would mean 
perhaps a half-year delay. More- 
over, the FCC is anxious to hold 


the hearings before it gets more 
deeply into the A. T. & T. tele- 
phone investigation, which resumes 
this fall. 

Meanwhile, NBC has made new 
preparations for the hearings, as 
have a group of high-power region- 
al stations. For more than a year 
a group of a dozen clear channel 
stations fostering superpower and 
the preservation of clear channels 
has been organized, while elabor- 
ate plans have been by the Na- 
tional Association of Regional Sta- 
tions, formed two months ago, to 
appear in opposition to super- 
power and in favor of a horizontal 
increase in night power on such 
channels from 1,000 to 5,000 watts. 

In CBS councils the hearings 
have been discussed at length. The 
apparent view of this network is 
that if television is to make its 
bow soon, it will mean tremendous 
investments by networks and sta- 
tions for its introduction and for 
equipment, development and pro- 
motion. Out of the reallocation 
hearings, it is logical to expect, 
will come policies which may mean 
reequipping of stations to meet 
changed assignments, also involv- 
ing heavy expenditures. 


Independent’s Position 


THUS the CBS view is to make 
haste slowly. It, however, is join- 
ing forces with John Shepard’s 
NARBS group to the extent of its 
regional station ownership, and in 
the interest of regional affiliates, 
and also with the high-power re- 
gional group under leadership of 
L. B. Wilson, WCKY, Cincinnati, 
since WJSV, the network’s Wash- 
ington station, is on one of those 
channels. CBS wants to derive 
whatever benefits may accrue from 
changed allocations, but does not 
intend to tie itself down as a net- 
work to policies enunciated by 
these groups. 

Although not yet finally set as 
to its position, National Independ- 
ent Broadcasters Inc., represent- 
ing about 75 local independent sta- 
tions, is going to be on hand Oct. 
5, and will file an appearance, ac- 
cording to Edward A. Allen, 
WLVA, Lynchburg, Va., its presi- 
dent. The tendency is to favor a 
horizontal boost for locals to 250 
watts at night, since in most cases 
local stations are using that power 
during daylight and would not 
have to reequip for the increase. 
They feel also that the six local 
channels are cluttered with sta- 
tions to the point where generally 
good service is impossible, and 
look kindly upon spreading of lo- 
cal assignments through provision 
of additional channels. 

NBC will have an imposing dele- 
gation on hand, under present 
plans. It will be Mr. Lohr’s first 
formal appearance in Washington 
since he assumed the NAB pres- 
idency last Jan. 1. He will pre- 
sent the broad policy case for the 
two NBC networks, and will be 
followed by Dr. C. B. Jolliffe, RCA 
engineering head and former FCC 
chief engineer, who will discuss 
allocations generally; C. W. Horn. 
NBC development and research en- 
gineer. who will report technicallv 
on radio propagation and coverage. 
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Courtesy of Crossley Reports 
Commercial Network Programs 


HERE is the way commercial net- 
work time was divided by pro- 
gram types, based on over 920 eve- 
ning hours investigated from Oct. 
1935 to April 1936 by the Coop- 
erative Analysis of Broadcasting 
(Crossley Reports). Each program 
type has been allotted the number 
of hours which all programs in 
that type represent. 

The chart is based on the table 
of program types. Quarter - hour 
programs broadcast five times a 
week have been considered as 1% 
hours a week for the number of 
weeks investigated, quarter - hour 
programs three times a week, % 
hour, etc. 





and Karl S. Van Dyck, RCA engi- 
neer and receiving set expert, who 
will cover modern receiver charac- 
teristics and their relationship to 
allocations, power and coverage. 

The NBC position probably will 
support superpower as a means of 
maximum rural coverage. Like- 
wise NBC is expected to favor re- 
tention of clear channels per se, 
notably in the areas where there 
are great concentrations of popu- 
lation or where rural coverage is 
an important factor. 

Both the NARBS and the Clear 
Channel Group have in general 
perfected their plans for their 
presentations. Final appearances 
are not due until Sept. 15 and un- 
til it is known how many groups 
or individuals will appear the FCC 
will not be in position to make 
known its actual agenda. It is es- 
timated, roughly, that the hearings 
will last a week to ten days. 

Mr. Shepard, as chairman of 
NARB, has called a number of 
meetings with his counsel and en- 
gineers, and with members of his 
executive committee to perfect 
plans for the presentation. He 
has called a meeting in Washing- 
ton for Oct. 4, the day before the 
hearings are scheduled to begin. 

As of Sept. 10 the NARBS 
membership stood at 61. Stations 
which have joined since publication 
of the list in the Sevt. 1 BROAD- 
CASTING are: WHBL, WTAD, 
WSAR, WEBC. KMO, WDOD, 
WFBM, WSFA, WTCN, KMA and 
WDAY. 


Regional Meeting 


HIGH-POWER regional stations 
aligned by Mr. Wilson, met in Chi- 
cago Sept. 11 to perfect their 
plans. They have retained the en- 
gineering firm of Jansky & Bailey 
to represent them at the hearings. 
The group will make a plea, it is 
presumed, in favor of 50,000 watts 
on high-power regional channels, 
which now have been limited to 
10,000 watts at night. In addition 
to WCKY and WJSV, KOMA, Okla- 
homa City (Hearst); KFBK, Sac- 


Four Don Lee Stations 


Name Rambeau as Re 


WILLIAM G. RAMBEAU (p, 
station representative, has been 
named national advertising repre. 
sentative for the four stations of 
the Don Lee network in California 
according to announcement Sept 
1 by Thomas S. Lee, Don Lee pres. 
ident. The stations are KHJ, [os 
Angeles, KFRC, ,San Francisco, 
KGB, San Diego, and KDB, Santa 
Barbara. 

The Rambeau organization sue. 
ceeds Radio Sales Inc., CBS sub. 
sidiary, which has sold spot time 
for the stations for several years, 
Termination of the Radio Sales ar. 
rangement develops as a result of 
the forthcoming severance of ‘the 
Don Lee system with CBS and its 
alignment with Mutual Broadcast. 
ing System on Dec. 27. KNX, Los 
Angeles, which becomes the CBS 
outlet in lieu of KHJ, will be rep. 
resented by Radio Sales, which 
has just been placed under the 
general management of J. Kelly 
Smith, for the last decade sales 
manager of WBBM, Chicago. 

Mr. Rambeau, one of the pioneer 
figures in station representation, 
maintains offices in Chicago, New 
York and San Francisco. 





Colonial Lineup 


LISTING 11 stations in New Eng- 
land, the first Colonial Network 
rate card was issued Sept. 9 by 
John Shepard 34d, president of both 
the Yankee and Colonial chains. 
The rate card becomes effective 
Sept. 27. The network, Mr. Shep- 
ard states, will take programs 
from or feed them to Mutual Net- 
work, New York State Broadcast- 
ing System, and WOR, WHN and 
WINS, New York, without line 
charges for the service in either 
direction. Stations aligned in Co- 
lonial are WAAB, Boston; WTHT, 
Hartford; WSAR, Fall Fiver; 
WMAS, Springfield; WLBZ, Ban- 
gor; WFEA, Manchester; WNBH, 
New Bedford; WLLH, Lowell; 
WATR, Waterbury; WEAN, Prov- 
idence; WICC, Bridgeport. 





remento (McClatchy Newspapers); 
WLAC, Nashville; KSTP, St. Paul, 
WKBW, Buffalo, and KGA, Spo- 
kane, also will be identified with 
the group. 

A majority of the Washington 
radio law fraternity has held sev- 
eral meetings during the last fort- 
night to devise a broad plan for 
their respective client stations, 
many of which now are joined in 
with the groups organized for the 
hearings. It is possible that they 
will file joint appearances before 
the FCC on behalf of their clients, 
presenting broad views as to pol- 
icy rather than treating with in- 
dividual cases. 

The NAB itself will file an ap- 
pearance through Managing Direc- 
tor James W. Baldwin. Thus far, 
however, no plans have been made 
for formal presentation of any 
character of case, since NAB mem- 
bers will find themselves pitted 
against one another on the super 
power, clear channel and regional 
station increase proposals as well 
as with respect to local stations. 
The degree of NAB participation, 
if any, will depend upon develop- 
ments, Mr. Baldwin has indicated. 
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Colleges Split on Football Sponsorship 


But Survey Reveals 
38 Major Schools 
Permit It 


ULD play-by-play reports of 
ee a university football 
games be broadcast? : ; 

This question is being raised 
anew in football and sports writ- 
ing circles, with the current re- 

rts of increasing demands from 
the public for football broadcasts 
and increased interest on the part 
of radio advertisers in the spon- 
sorship of gridiron games of local, 
sectional and national importance. 

The swing appears to be defi- 
nitely in favor of football broad- 
casts, and, while some athletic au- 
thorities continue to oppose them, 
the holdouts seem to be getting 
fewer and fewer until today very 
few conferences or associations 
definitely bar them and those that 
may frown on them often leave 
the decision up to the individual 
schools. 

To get a cross-section of foot- 
ball broadcasting activity, John 
Bentley, of the Lincoln State Jour- 
nal, queried a select list of major 
and minor institutions. His find- 
ings and comments are published 
herewith by permission of the 
Lincoln State Journal, which with 
the Lincoln Star owns 49% inter- 
est in KOIL, Omaha, and KFAB- 
KFOR, Lincoln: 


Paying Off Debts 


‘IN SOME sections communities 
have gone so far as to appeal to 
legislative bodies to force these 
broadeasts as the university offic- 
ials, with stadia debts confronting 
them, attempted to kill such meas- 
ures in committee, arguing that 
reports of the games over the air 
cut into football receipts. And 
football is the Atlas of the college 
sports world, toting the remainder 
of the athletic programs on its 
financial shoulders. 

“The first attempt to get defi- 
nite facts concerning this situation 
was made by selecting 74 schools 
throughout the country, a majority 
of them state - controlled, because 
they have been the center of most 
of the attempts to force broad- 
casts. Taxpayers feel they sup- 
port these schools and have a right 
to hear the reports of the games. 
Newspapers near these schools 
were polled in an effort to find a 
majority opinion. But the country 
seems equally divided, judging by 
this cross section, as 38 of the 
aoe permit broadcasts, 36 do 


“Of the 88 which permit reports 
of their games to be flashed over 
the air, 24 sell them commercially 
while 11 do not. Five of the schools 
how broadcasting stopped at one 
time and then resumed. Six now 
on the silent list permitted broad- 
tasts at an earlier date. 

n two instances, where schools 
are organized into conferences, 
ese groups sell the broadcasts 
ad prorate the proceeds. The 
acific Coast conference which 
‘omprises Stanford, California, 

Niversity of California at Los 
ageles, Oregon, Washington 

te, Washington, Oregon State, 

uthern California, Idaho and 
ontana, is paid close to $100,000 














YALE’S recent decision to permit sponsored broadcasts of its football 
games this fall impelled John Bentley, of the staff of the Lincoln 
State Journal, part owner of KOIL, KFAB and KFOR, to conduct 
a survey of representative colleges and universities to determine the 
extent to which they permit the broadcasting and sponsorship of their 
games. He found among 74 institutions that 38 permit radio reports 
while 36 ban them. Of the 38 permitting broadcasts, 24 sell them 
commercially and 11 do not. Here is a summary and tabulation of 
his findings, reprinted with permission. 








RESULTS OF POLL ON FOOTBALL BROADCASTS 








These Schools Broadcast 
(Either Sponsored or Sustaining) 


Arkansas Northwestern 
Baylor Notre Dame 
California Ohio State 
Chicago Oregon State 
Columbia Oregon 
Dartmouth Pennsylvania 
Georgia Rice 

Idaho St. Louis U. 
Illinois Southern Methodist 
Iowa Stanford 

Iowa State Texas A. & M. 
Kansas Texas Christian 
Kansas State Texas 

Louisiana State Army 

Michigan U. of Cal., Los Angeles 
Michigan State Navy 

Minnesota Washington State 
Missouri Washington 
Montana State Yale 


These Ban Broadcasts 


Alabama New Hampshire 
Clemson New Mexico College 
Colo. Mines New Mexico 

Colo. State North Carolina 
Colorado Oklahoma 

Conn. State Penn State 
Cornell Rhode Island 
Delaware Tennessee 

Denver Utah State 

Duke Vermont 

Harvard Virginia 

Kentucky Virginia Mil. Inst. 
Maryland Virginia Polytech 
Mass. State Washington & Lee 
Mississippi Western Maryland 
Montana State West Virginia 
Nevada West Virginia State 
Nebraska Wyoming 





by an oil company [Associated Oil 
Co.] for the privilege of broad- 
casting all conference football 
games and some basketball con- 
tests. 

“This amount is prorated among 
the schools, with those members 
having the larger attendance tak- 
ing down the larger slice. St. 
Mary’s, Santa Clara and Univer- 
sity of San Francisco, which play 
most of their games on Sunday, 
have a similar arrangement. 

“Another oil company [Humble 
Oil & Refining Co.] pays the 
Southwest conference $14,000 each 


season and this is divided equally 
among the seven members, South- 
ern Methodist, Texas Christian, 
Baylor, Rice, Arkansas, Texas, 
Texas ‘ M. Each receives 
$2,000. In addition to this, a fee 
of $500 is paid for each game 
broadcast, this sum being divided 
by the two competing schools. This 
does not include the money paid 
to the broadcasting stations. 

“In the Big Six conference, each 
school is permitted to handle its 
broadcasting problems as it sees 
fit, and four of the members, Iowa 
State, Kansas, Kansas State and 





Sponsors Scramble for Football Games 
As Competitive Bidding Boosts the Cost 


AS FAST as contracts can be 
signed, agencies and colleges are 
arranging for sponsorship of col- 
lege football games or schedules. 
With the opening of the season 
hardly a fortnight away, the 
scramble for exclusive rights to 
games continues unabated. 

So furious is the bidding for 
games that colleges are upping 
their prices as word spreads about 
five-figure prices that grid-minded 
sponsors are paying for eutstand- 
ing teams. At least one court in- 
junction is known to be in the 
wind and New York advertising 
circles are reeking with rumors 
of sponsor bitterness against their 
agencies as rights to big games 
are gobbled up by others. 

Since BROADCASTING compiled first 
nationwide data on gridiron spon- 
sorship [see Sept. 1 issue], reports 
have come in daily of new con- 
tracts. In one case announcement 
was made of sale of sponsorship 
rights by a Southern college, 
which later asked for more money 
when it learned that Yale had sold 
its rights for $20,000. 

Leading football sponsors dur- 
ing the autumn, as previouslv re- 
ported in BROADCASTING, will be 
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Atlantic Refining Co. on the At- 
lantic Seaboard and Associated 
Oil Co. on the West Coast.. Asso- 
ciated’s plans were completed well 
in advance of the season, but At- 
lantic Refining still is threshing 
out details involved in the group 
of special hookups set up by N. 
W. Ayer & Son Inc., it& agencv. 
Ayer also has been active in ob- 
taining football rights for Kellogg 
Co., Battle Creek [BROADCASTING, 
Sept. 1]. 

Besides actual play-by-play ac- 
counts of games, sponsors still are 
booking time for pregame pro- 
grams as well as Saturday evening 
resumes of scores. A novel angle 
developed during the fortnight 
when Coca Cola Bottling compan- 
ies of Texas arranged for broad- 
casts in that market of pep rallies 
and of campus programs on Fri- 
days and Saturdays, before and 
after games, from the larger uni- 
versities of Texas to be carried 
locally and by leased lines over 
WFAA, Dallas. 

As BROADCASTING went to press, 
Yale was the only college of the 
Big Three in the East to dispose 
of its sponsorship rights. Atlantic 

(Continued on page 53) 


Missouri, permit it [varying spon- 
sors] while Nebraska and Okla- 
homa ban broadcasts with reserva- 
tions. 

“The Big Ten also gives its 
members carte blanche insofar as 
the air waves are concerned. 
Northwestern has sold its games 
this fall to an oil company [So- 
cony Vacuum Oil Co.] for an un- 
announced sum. Michigan sells 
its games annually [Kellogg Co.] 
and receives approximately $4,000 
for each contest. Iowa, another 
member of the Big Ten, is spon- 
sored by a washing machine com- 
pany [Maytag Co.] which pays 
$500 for the preliminary games 
and $1,000 for conference contests. 
Minnesota permits broadcasts but 
home games cannot be sponsored, 
so no money accrues from them. 
Games which the Gophers play 
away from home can be sponsored, 
but only to the extent of teams 
expenses. ; 


In the Southland 


“THE SOUTHERN. Conference, 
comprising Washington and Lee, 
University of North. Carolina, 
Clemson, Duke, Maryland, North 
Carolina State, University, of Vir- 
ginia, Virginia. Military Institute 
and Virginia Poly ban broadcasts 
as a group. ; 

“Yale has announced the sale 
of rights to broadcast its home 
games for a sum said to be $20,- 
000 [Atlantic Refining. Co. and 
Yankee Network]. Heretofore 
Yale’s policy has: been not to 
broadcast any of: its sports activi- 
ties and its recent -action has 
started anew the question: of com- 
mercialized college football. 

“Harvard broadcasts only games 
which are sellouts and these are 
not sponsored. New Hampshire 
does not broadcast home games. 

“West Point permits broadcasts 
in special instances, one Army- 
Navy game being sponsored by a 
radio manufacturer [Philco] on 
time donated by a national chain 
and proceeds given to the Salva- 
tion Army. New York: University 
has broadcast only one game, its 
contest with Fordham last Thanks- 
giving. There was no sponsor. 

“Sentiment at. many ‘schools 
where broadcasts are barred, cor- 
responds to that of Coach Bible of 
Nebraska. He thinks that’ as soon 
as indebtedness resulting. from big 
building programs is liquidated, 
the games should be put on the 
air. However, he thinks the uni- 
versities should retain control of 
these reports which means that 
they could not be sold to sponsors 
for commercial benefits. 

“Nebraska puts one game each 
year on the air, last season -broad- 
casting the Minnesota. contest and 
this season the Pittsburgh game. 
These attractions always draw a 
sellout crowd, thereby eliminating 
the loss of gate. receipts: whether 
put on the air or not.. Biggest 
argument against broadcasting is 
that potential fans await the 
morning of the game before buy- 
ing tickets. If the weather is bad, 
they stay home. Radio officials 
counter with the argument. that 
many new football fans are made 
as a result of descriptions of 
games over the air, that these 
followers eventually. find their way 
to the stadiums.” 
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Agencies Placing GOP Time; 
Political Radio Use Expands 


Parties Already Are Booking Election Eve Time; 
Placements Vary as Campaign Strategy Shifts 


HAVING met with no success in 
its efforts to persuade the net- 
works to rebate agency discounts 
for political time placements, as 
was done in previous national cam- 
paigns, the Republican National 
Committee radio division has dis- 
closed that it is now placing the 
William Hard broadcasts, its onl 
regular series to date, throug 
Lord & Thomas, Chicago, and that 
placements hereafter will be made 
by various established advertising 
agencies. Democratic radio head- 
quarters from the outset began to 
place most of its time through 
agencies. 

This policy decision was the ma- 
jor political radio development of 
the last fortnight, aside from ad- 
ditional time-buying by the parti- 
san groups. The G. O. P. action 
follows the announcement by Hill 
Blackett, president of the Blackett- 
Sample-Hummert agency and radio 
director of the Republican National 
Committee, that his own agency 
would have nothing to do with Re- 
publican radio placements. What 
other agencies will be selected for 
the increased radio time - buying 
planned for the next six weeks be- 
fore the election, has not been 
revealed. 


Campaign Strategy 


THE CAMPAIGN for the most 
part, up to now, has been a hit- 
or-miss affair so far as radio is 
concerned, except for the several 
scheduled series purchased by the 
Democrats and the William Hard 
series purchased by the Republi- 
cans. The last-named on Sept. 7 
switched from the NBC-Blue net- 
work to a 69-station CBS network. 
Speaking from WBBM, Chicago, 
which is nearest to G. O. P. head- 
quarters in the Railway Exchange 
Bldg. there, Mr. Hard is now heard 
Mondays through Fridays, 7-7:15 
p. m. (EDST) on 138 stations, with 
a rebroadcast to the remainder 
11-11:15 p. m. (EDST); however, 
22 of the latter group on Sept. 2 
after daylight saving ends, will 
shift to the earlier period. 

The Republicans are continuing 
to buy network and station time 
according to the strategy of their 
campaign, with Col. Knox doing 
most of the broadcasting on single- 
time periods up to now and with 
Gov. Landon taking the air anew 
Sept. 12 with his speech from Port- 
land, Me., on the NBC - Red net- 
work. All other major speeches by 
Gov. Landon will, of course, be 
broadcast on one or another net- 
work or on combination of net- 
works, according to Mr. Blackett’s 
decisions and according to ability 
to clear time. The Republican 
women’s division also has plans 
under way for a series of pro- 
grams five times weekly, featuring 
women, to arranged by Mrs. 
Eugene Meyer. wife of the pub- 
lisher of the Washington Post, but 
the time and the network had not 
been announced as BROADCASTING 
went to press. 

G.O.P. plans also include several 
campaign speeches to be broadcast: 
by former President Hoover, 
stumping the East starting Oct. 8 
or 9. It was also learned in Chi- 
cago that, despite elaborate pre- 
vious plans for the buying of 
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transcription time, this is definite- 
ly out of the picture now—and 
presumably the political broadcasts 
will be confined to the networks be- 
tween now and November. 
Democrats are continuing their 
scheduled series [BROADCASTING, 
Aug. 1, Aug. 15 and Sept. 1] and 
have bought two more schedules 
on the Mutual Network as a prelim- 
inary to putting President Roose- 
velt himself on the air on sponsored 
time. The President, still speaking 
on sustaining time by virtue of his 
office, will open his active cam- 
paign for reelection with his speech 
before the Democratic state con- 
vention in Syracuse Sept. 29, 
which will of course be broadcast, 
probably on combined networks. 
Thereafter, he will speak more 
or less regularly and time will be 
bought as needed. His eighth 
“fireside chat” from the White 
House Sept. 6, dealing with the 
drought and reemployment, was 
construed in partisan quarters as 
political — but it commanded sus- 
taining time on the combined net- 
works with various independent 
stations added at their own re- 
quest. The fact that it had a po- 
litical tinge led KFI and KECA, 
Earle Anthony stations in Los An- 
geles, to announce a ruling that the 
President’s “fireside chats” here- 
after must be paid for by the Dem- 
ocratic National Committee or else 
would be rejected when offered to 
those stations on the NBC net- 
works. It is not likely, however, 
that any more such sustaining 
periods will be asked for by Mr. 
Roosevelt in view of his campaign 
broadcasts which will be booked 
like any other commercial periods. 


On Election Eve 


DEMOCRATIC radio headquarters 
in the Biltmore Hotel, New York, 
on Sept. 7 began a series of nine 
Monday. broadcasts, 10:45-11 p. m. 
(EDST) on 12 Mutual stations, 
WOR, WGN, WLW, CKLW, 
WCAE, WGAR, WGR, WAAB, 
WNBH, WMAS, WORC, WFEA, 
WLLH, with WOL and WSAR to 
be added Sept. 28. The same net- 
work has also been engaged, start- 
ing Oct. 2 and running through 
Oct. 30, for a Friday night series, 
10:45-11 p. m., to feature guest 
political speakers. U. S. Advertis- 
ing Corp., New York, placed the 
account. 

The Democrats plan to tran- 
scribe all of these programs, and 
place them on various stations. 
Radio & Film Methods Corp., New 
York, will do the transcribing. 

While more time will be pur- 
chased by Democrats during the 
next six weeks, and while Radio 
Director William B. Dolph, man- 
ager of WOL, Washington, repeats 
that he will seek to purchase clear 
time so far as possible, no other 
definite arrangements for time pur- 
chases had been made up to the 
time BROADCASTING went to press 
except for the reservation of a 
full hour period the night of Nov. 2. 

Between 11 and 12 o’clock on 
the eve of the elections of Nov. 3, 
the Democratic National Commit- 
tee will fire its final radio shots 
over the combined CBS, NBC-Blue 
and basic Mutual networks. 
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GOP RADIO STAFF 


Fleet of Sound Trucks Being 
Sent From Chicago 


HEADED by Hill 
Blackett, presi- 
dent of Blackett- 
Sample-Hummert 
Inc. as radio di- 
rector, Republican 
National Commit- 
tee radio head- 
quarters in the 
. RailwayExchange 

; ; Bldg., Chicago, is 

Mr. Warriner manned not only 
by a large office staff but by a 
corps of radio technicians on its 
own payroll. Charles H. Warriner, 
of Topeka, is in charge of all Lan- 
don broadcasts and public address 
systems, and with Henry A. Rah- 
mel accompanying Landon on all 
his tours in his special train fully 
equipped with radio. 

With Col. Knox are James D. 
McLean, in charge of radio, and 
Robert C. Mulnix, his assistant in 
charge of p.a. Traveling with 
Chairman John Hamilton is Dean 
Bailey. Knox and Hamilton use 
sound trucks on their trips, and a 
fleet of 15 more is now being sent 
into the field by the G. O. P. radio 
headquarters. 

Equipment for the Landon train 
and the Knox and Hamilton sound 
trucks was supplied by Collins 
Radio Co., Cedar Rapids, Ia. It 
consists of five 12X amplifiers, two 
bridging amplifier bays which con- 
tain 28 single-stage bridging am- 
plifiers arranged in independent 
groups of seven. Microphones are 
placed in front of the speaker and 
are connected to duplicate ampli- 
fiers, so that networks, stations, 
newsreels and public address sys- 
tems can be readily hooked in. 


Democrats Using 
Big State Hookups 


PURCHASES of special state 
hookups for its political drive are 
featuring radio activities of the 
Democrats. On Sept. 21 the Demo- 
cratic National Committee will 
start a series of speeches over a 
network of Pennsylvania stations, 
first formed to carry programs 
sponsored by the Pennsylvania 
State Committee. 

Fifteen 15-minute broadcasts 
will be carried on as many eve- 
nings over an 18-station hookup 
comprising WFIL, WRAW, 
WCBA, WEST, WAZL, WORK, 
WGAL, WGBI, WBRE, WKOK, 
WRAK, WFBG, WJAC, WHP, 
WKBO, WLEU, KDKA and 
WTBO, the latter in Cumberland, 
Md. The dates are Sept. 21, 22, 28 
and 29, Oct. 5, 6, 12, 18, 19, 20, 26 
and 27, all 10:15-10:30 p. m.; Oct. 
26, 6:30-6:45 p. m.; Nov. 1, 4:45-5 
p. m.; Nov. 2, 9:30-9:45 p. m. In 
addition, transcriptions recorded 
by RCA Victor Co. will be carried 
on these stations. 

This network is independent of 
the state committee’s own hookup 
of 17 stations keyed from WFIL, 
which started Sept. 7 and will run 
13 times on a varying schedule. 
The state committee is also plac- 
ing discs on Pennsylvania stations. 

The week of Sept. 8-13, Demo- 
cratic National headquarters ran 
a state series in Maine, using 
WCSH, WLBZ, WRDO and 
WAGM, to back up the primary 
campaign there, to which the Re- 
publicans sent Gov. Landon as 
their speaker. 








Network Arranged 
For Fr. Coughlin 


Special Hookup of 36 Stations 
For Saturday Half-Hours 


ARRANGED personally by Father 
Coughlin, with the assistance of 
Manager Leo J. Fitzpatrick of 
WJR and General Manager Fred 
Weber of Mutual Network, a spe. 
cial network of 36 or more sta. 
tions carrying half-hour politica] 
talks by the Detroit radio priest 
was scheduled to get under way 
Sept. 12. Placed through the Aj. 
bert M. Ross Agency, New York, 
the series, scheduled for Saturdays 
8-8:30 p. m. (EDST) and the same 
time when standard time resumes 
after Sept. 27, will run for 192 
weeks or more, carrying through 
the November elections. 

Father Coughlin himself is the 
sponsor and his network was built 
up with the four basic units of 
Mutual as a nucleus. His arrange. 
ment of the schedule marked a de- 
parture from his earlier announced 
plans not to resume his fall-winter 
Sunday afternoon broadcasts until 
after the first of the year, but to 
appear only occasionally on the 
radio during the campaign as a 
speaker for the Union Party on its 
sponsored time. 

May Add More Stations 
THE HOOKUP is nationwide in 
scope, including the CBS - owned 
KNX, Hollywood, and the CBS-op- 
tioned station KSFO, San Fran- 
cisco. Because CBS policy opposes 
sponsored talks by religionists, 
Father Coughlin himself paid a 
visit to CBS headquarters in New 
York Sept. 9 and secured permis- 
sion of Edward Klauber, CBS ‘ex- 
ecutive vice president, to include 
those stations—both of which dur- 
ing the last year have been units 
of the priest’s independent net- 
work for his Sunday afternoon 
series. Neither is as yet taking 
CBS programs, but are scheduled 
to start Jan. 1 when they probably 
will discontinue the Coughlin ser- 
ies if extended beyond then. 

More stations may be added, but 
the lineup as BROADCASTING went 
to press Sept. 11 was as follows, 


each station securing its card 
rates minus a pro rata of the line 
charges: 


Mutual Network — WOR, New- 
ark; WLW, Cincinnati; WGN, Chi- 
cago; CKLW, Detroit-Windsor. 

Colonial Network—WAAB, Bos- 
ton; WEAN, Providence; WICC, 
Bridgeport; WMAS, Springfield; 
WORC, Worcester; WLBZ, Ban- 
gor; WFEA, Manchester; WNBH, 
New Bedford; WLLH, Lowell; 
WSAR, Fall River. 

NBC Affiliates—WFIL, Philadel- 
phia; WCAE, Pittsburgh; WBAL, 
Baltimore; WSYR, Syracuse; 
WRVA, Richmond; WGAR, Cleve- 
land; WIRE, Indianapolis; WSM, 
Nashville; KOIL, Omaha; KWK, 
St. Louis; WABY, Albany; KSO, 
Des Moines; WMT, Cedar Rapids; 
—" St. Paul; WREN, Lawrence, 

an. 

CBS Affiliates — WJR, Detroit; 
WCAU, Philadelphia; WGR or 
WKBW, Buffalo. 2 

Independents — WOL, Washing- 
ton; KNX, Hollywood; KSFO, San 
Francisco; KFEL, Denver. 


JACK BENNY’S new movie, The 
Big Broadcast, will kid the radio 
business. He stars as an agency 
official. Gracie Allen is sponsor 
and others featured are Bob 
Burns, Bing Crosby and Sam 
(Schlepperman) Hearn. 
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Air and Errors—Tales of Bygone Days 


Unexpected Thrills for Both Audience and Broadcasters 
Marked Radio’s Adolescence a Decade or So Ago 


TO THE OLDTIMERS who re- 
main in the business, radio, with 
all its carefully plotted, conscious 
humor, will never again be as 
funny as in the old days, when 
proadeasting was a hectic, madcap 
affair, which ran along much as it 
pleased, sans. schedules, sans rules, 
sans everything. — : 

There were no air comics or gag 
men, Indeed, they were not need- 
ed, for looseness of operation pro- 
yided belly laughs galore for 
amazed listeners as unexpected, 
ludicrous happenings took place 
during many of the catch-as-catch- 
can broadcasts. 


A Witch’s Progeny 


A STORY lady was telling about 
the fairy princess who was rescued 
from the toils of the evil giant by 
a witch’s son. The control man 
handling her program wig-wagged 
her frantically, but without avail, 
as she mentioned frequently, 
throughout the broadcast, how odd 
it was that such a nice young man 
should be a son of a witch. The 











AND KIDDIES~ 
Me Ne WAS A SON 


A WITCH! 
an 





sponsor of the program, an unbe- 
guiling baker, received dirty looks 
from mothers for some time after- 
ward. 

With quite good intentions, as a 
matter of educating its listeners 
concerning the regulations and en- 
forcement of vehicular traffic laws 
in a local safety first campaign, 
a station began broadcasting a ser- 
ies of programs direct from one of 
the police courts. When the first 
broadcast went on the air, it hap- 
pened that, instead of a traffic 
tase, an Irish gentleman charged 
with peace disturbance was being 
heard. 

“So when I came out to me front 
yard, you honor,” the defendant 
was saying, “I did not have the 
least bit of a thought to be doing 
anywan any harm, at all. O’Toole 
was standing at me front gate and 
he called me a dirty son of a so 
and so,” 

The amazed announcers sprang 
to their controls, but too late. The 
naughty word had thundered into 
thousands of receiving sets. 

Another station made much of 
the fact that it was going to broad- 
cast the first blow-by-blow descrip- 
tion of a boxing bout ever put on 
. its territory. On the night of 

¢ bout, while the event was on 
the air, the station received word 
of the sudden death of the mayor. 

at to do? The studio an- 
houncer excitedly put on the flash 
at once, without notifying the ring- 
side announcer his broadcast was 
bein broken into. 

tation WAX regrets to an- 
Nounce, ladies and gentlemen,” the 
studio announcer rapidly read, 
, sudden death of Mayor Doe. 
€ died at his home tonight, soon 


after being stricken by a heart at- 
tack.” 

The studio announcer then threw 
the program back to the unsuspect- 
ing ringside announcer, whose 
voice chimed in at the end of the 
flash, picking up perfectly where 
the studio announcer had left off: 
“It was quite a blow, ladies and 
gentlemen, but it doesn’t mean a 
thing.” 

Another station used to conduct 
its auditions after sign-off at 10 
p. m. each Tuesday. As a matter 
of predetermining the air qualities 
of voices and acts, the auditions 
were conducted over a microphone 
hooked into a loud-speaker system, 
over which the program director 
listened. The microphone also was 
hooked into the broadcasting trans- 
mitter of the station which, one 
Tuesday, the engineer failed to 
silence. 

Hubby Was Dialing 


THE ENTIRE audition, in all of 
its informality, with now and then 
a “damn” and worse, went on the 
air. It happened that a young 
married woman who, unsuccess- 
fully, had been up for auditions 
several times, was there that eve- 
ning. She had become rather well 
acquainted with one of the an- 
nouncers to whom she remarked: 
“Come on over to the Dells when 

ou’re through, George, and I'll 
uy a drink. The Old Man got 
paid today.” 

As the announcer and the young 
woman were having their drink an 
infuriated husband walked in on 
them. The announcer suffered a 
broken nose and numerous con- 
tusions. 

Because of poor acoustics, a 
fashionable church located just 
across the street from the antenna 
of a radio station, installed a loud- 
speaker system. One Sunday morn- 
ing, in the midst of the minister’s 
sermon, the wires of the system 
unaccountably picked up the pro- 
gram of the radio station. A blar- 
ing dance band playing “Kansas 
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City Kitty” became an astounding 
part of the services. 


Deity Desecration 


A SMALL eastern station used to 
operate with a one-man staff on 
Sunday mornings. The feature 
program was a popular 15-minute 
transcribed sermon. The youth 
who formed the Sunday morning 
staff customarily placed the tran- 
scribed sermon on the turntable, 
started it playing, then dashed out 
for a snack of coffee and dough- 
nuts. 

One Sunday morning the tran- 
scription opened with a hymn, fol- 
lowed by a prayer, which began: 
“Oh, Jesus Christ, our Lord and 
Saviour, etc.” 

On this occasion, when he re- 
turned from his coffee and dough- 
nuts, the telephone was ringing. 
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The angry voice of a woman greet- 
ed him with: “I’ve never heard 
such blasphemy! And on God’s 
Day, too! I’ll never listen to such 
a wicked station again!” 

Looking around, he found that 
the transcription had stuck in a 
faulty groove. Instead of giving 
the complete prayer, the disc had 
been shouting over and over again, 
for ten minutes, “Oh, Jesus Christ; 
oh, Jesus Christ.” 

The listeners, too, had their lit- 
tle joke now and then in the old 
days. Through one of these listen- 
er pranks, a man who used to play 
Santa Claus over the air for sev- 
eral weeks preceding each Christ- 
mas, was cured of his habit of 
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chiseling cigars out of his listeners. 

His method was to read a letter 
from little Mary Jones and adroit- 
ly comment that the cigar which 
Mary sent him had certainly been 
appreciated. Naturally, after this 
broad hint, many other little 
Mary’s would mail in cigars at 
once. Santa quit chiseling, how- 
ever, when a fine cigar, mailed in 
by a listener, exploded in his the- 
oretical whiskers. 

An announcer who had to read 
a bedtime story each evening, hated 
the task. He ended all of the stor- 
ies with the stock phrase, “So go 
to bed, now children; go to bed 
and go to sleep.” 


Not for the Kiddies 


ONE NIGHT, more peeved than 
usual at his program, he threw the 
switch to close the microphone and 
muttered: “And, as for me, you 
little so and so’s, you can go to 
hell.” The switch, as it happened, 
did not close the “mike” and the 
announcer’s afterthought, to the 
horror of listening mothers, went 
on the air. 

Obviously, radio broadcasting to- 
day is a highly organized efficient- 
ly conducted business as it neces- 
sarily must be, in order to keep 
pace with its rapid development. 
But the oldtimers in the business 
find themselves often yearning for 
the good old days, when radio was 
a hectic, madcap affair and a 
phonograph record was a phono- 
graph record. 


NBC Special Events 


WITH the appointment Sept. 3 of 
Don Thompson, sports announcer, 
as producer in charge of special 
events at NBC’s western division, 
San Francisco, NBC completed its 
plans to place special events and 
the supervision of news broad- 
casts under single managers in 
each division. Mr. Thompson will 
work under Lew Frost and will 
quit announcing. In August NBC 
in New York named A. A. Schech- 
ter as manager of special events 
and news, and on Sept. 1 the Chi- 
cago division named Kenneth D. 
Fry to the same post there. 





ABC Slashes Staff 
To Avert Collapse 


TO AVERT possible collapse, the 
newly reorganized board of direc- 
tors of Affiliated Broadcasting Co. 
on Sept. 5 began a retrenchment 
campaign which eliminated from 
the network payroll all personnel 
not absolutely essential in keeping 
the network on the air. Only the 
engineering staff and the studio 
orchestra, which under the string- 
ent rules of Chicago’s Militant 
Federation of Musicians had to be 
kept intact if the network were to 
stay in business, escaped the axe 
that cut deeply into all other de- 
partments, eliminating entirely 
publicity and sales promotion. 

Earlier in the week, with the 
musicians refusing to Fe | unless 
cash was immediately forthcoming 
and only a few hours before the 
telephone company’s deadline, the 
directors sent an S.O.S. to station 
managers and in joint assembly 
decided on a new regime of strict- 
est economy. Ogee Kettine, as- 
sociate of Samuel Insull, withdrew 
from the board in favor of H. B. 
Walker, part owner of WEOA, 
Evansville, Ind., and WBOW, 
Terre Haute, whom the station 
men put forward as their repre- 
sentative. This move cost Insull 
control of the board and of the 
company. A loss that was made ex- 
tremely clear when Isull’s private 
secretary was one of the first to be 
cut from the payroll. A new 
monthly budget of $25,000 was set 
up, the directors vouching for 
$20,000 and the station members 
agreeing to come through with 
$5,000. 

Under these conditions, with re- 
duced budget and balance of power 
resting with Walker, fifth member 
of the board, with Insull and 
Charles Brown balanced against 
George Buffington and T. E. Quis- 
enberry, the ABC a to hold 
out until the expected fall business 
relieves the situation. 

Out in the ABC shakeup are 
George Roesler, as sales manager; 
Bruce Robertson, publicity, and 
David Crosier, in charge of the’ 
New York office, whica has been 
closed. Last June the staff all took 
a 40% pay cut as the network’s 
first retrenchment move. Since the 
network was organized last May 
nearly $250,000 is said to have 
been spent on organization and de- 
velopment, of which $76,000 was 
raised by Mr. Insull and his friends 
and $174,000 by a Chicago bank- 
ing house. 


Ayer Gets World Series 


THE likelihood that Ford Motor 
Co. will again sponsor the World 
Series early in October loomed 
large when it was learned officially 
Sept. 11 by BROADCASTING that N. 
W. Ayer & Son, New York, the 
Ford agency, has secured an op- 
tion on the radio rights to the se- 
ries. This means that Ford will 
be offered the first opportunity to 
sign commercial rights, but up to 
time of going to press the closing 
of arrangements was not ready for 
announcement. Combined NBC and 
CBS networks are again expected 
to carry the series. ‘ 


STARTING Sept. 20, a _ special 
hookup of WJAY, Cleveland; 
WSPD, Toledo; WKBN, Youngs- 
town, and WADC, Akron, will car- 
ry a series of three one-hour Sun- 
day afternoon political programs 
with music and_ entertainment 
sponsored by the Republican state 
committee. 
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Does RadioNeed NewSales Technique? 


Salesmen Advised to Follow-Through After Contract 


Is Signed; Radio Not a Supplementary Medium 


By WILLIAM B. GELLATLY 
Sales Manager, WOR, Newark 
SINCE ITS inception radio has 
frequently called upon the selling 
forces of the newspapers and mag- 
azines to fill the gaps in its sales 
staffs. That many of these men 
have proven their value over and 
over again is beyond dispute. But 
radio has changed, and so have the 
requirements covering the men the 

industry will now employ. 

Radio is no longer a toy. It has 
become an established advertising 
medium. It has automatically 
built for itself a new selling out- 
look. The advertiser who eight or 
ten years ago permitted his name 
to be tagged to a series of trans- 
mitted jazz selections, exists no 
longer. Radio has grown up. And 
if this year proves to be as suc- 
cessful as present indications 
promise, radio has become a neces- 
sity to the success of thousands of 
local and national advertisers 
rather than a competitor for a 
place in the sun as a seller of 
products and services. 


More Than a Supplement 


A MAN may be a respected veteran 
in the selling of newspaper and 
magazine space and yet suffer from 
one popular misconception which 
will serve as an obstacle to the suc- 
cessful closing of a radio sale. 
Shrewd as he may consider the mod- 
ern buyer of time on the air, he for- 
gets that advertising, and business 
in general, still display a sorry 
lack of people who can _ intelli- 
gently discuss radio as an adver- 
tising individuality rather than 
the supplement to a printed media 
campaign. There has been a radi- 
cal change in radio selling during 
the past two or three years. The 
old one-two boy has given ground 
to a new type of intelligent repre- 
sentative fundamentally schooled 
in the methods of the spoken word. 

The modern radio salesman en- 
ters the picture at the moment of 
the first contact. He then not only 
clinches the sale, but follows 
through on the entire radio cam- 
paign, checking production, cast, 
script, and delivery at all times. 
He assumes the role of watchdog 
although he does not actually pro- 
duce the show. All the complaints, 
additions to the program, last- 
minute script changes, merchan- 
dising efforts, etc., are dumped into 
his lap by the agency and the 
sponsor. 

I speak here primarily of the 
independent radio station represen- 
tative, not the network represen- 
tative. The latter rarely, if ever, 
encounters the problems of his ra- 
dio brother. 

Psychologically, the independent 
station representative is complete- 
ly disassociated from the printed 
word insofar as it concerns radio 
transmission of an _ advertiser’s 
idea into millions of homes. It is 
true, of course, that he must be 
familiar with all forms of adver- 
tising media if he is to discuss in- 
telligently the principles govern- 
ing broadcast advertising. He must 
be acquainted with the fundamen: 
tals governing the careful and suc- 
cessful plotting of the newspaper, 
magazine, direct mail and bill- 
board campaign, but his under- 
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THERE’S more to selling than mere selling. Mr. Gel- 
latly, who knows about salesmen and salesmanship, 
notes that radio has bid good-bye to the old-time sales- 
man who let the matter drop after the dotted line had 
been duly autographed by the hopeful sponsor. A lot 
of purveyors of radio time don’t do justice to the me- 
dium, he believes, and herewith culls a number of 
choice observations from the storehouse of his experi- 
ence in a market where selling is an art. 





standing of radio advertising and 
what radio advertising has to 
offer the prospective sponsor or 
advertising agent, must be more 
intensive, thorough, and intelligent 
than his understanding of any 
other form of modern advertising. 

Such an understanding is not 
acquired in the process of day-to- 
day selling. Only by training men 
and women to adapt themselves to 
this new medium can the right at- 
titude be developed. And, in some 
eases, it is effort lost. The mod- 
ern radio representative must have 
a feeling for things dramatic. In 
other words, he should have a feel- 
ing for theatrical as well as sell- 
ing values. 


Selection of Prospects 


THE MODERN seller of time on 
the air should also bear in mind 
that there are advertisers who can 
and should use radio and that 
there are advertisers who can’t 
and should not use radio. Very 
often the novice salesman is tempt- 
ed to recommend radio to all ad- 
vertisers. But there is no more rea- 
son for all advertisers using radio, 
and radio alone, than there is rea- 
son for all advertisers to use bili- 
boards, direct mail, newspaper, 
magazine and other forms of ad- 
vertising alone. Only by an intel- 
ligent selection of prospects can 
the modern seller of radio time 
merit the constant success that 
will, in turn, enhance the estab- 
lished value of the medium he rep- 
resents. 

If there were one dominant 
requisite the modern seller of time 
on the air should possess, it would 
be a mind attuned to radio adver- 
tising as a medium within itself 
capable of spurring a product on 
to local or national acceptance, and 
as a necessary part of any well- 
planned and intelligently placed 
advertising campaign. 

When I mentioned previously 
that the modern seller of time on 
the air should have a feeling for 
dramatic values, the statement de- 
served some qualification. Perhaps 
he is utterly incapable of putting 
words on paper in dramatic se- 
quence, but he should be capable 
of presenting the prospective spon- 
sor’s product in dramatic terms. 
This does not mean that radio 
should be sold theatrically. Rather, 
radio should be considered as show- 
manship and sold as a dramatic 
medium with due respect to the 
thought given any successful ra- 
dio campaign. 

The perfect seller of time on the 
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air should be able to glance at a 


commercial announcement and 
know whether it is the type of ma- 
terial that will prove of value to 
the advertiser and acceptable to 
the listener. This is a_ simple 
statement to make in print. One 
will always encounter those indi- 
viduals who know what they want 
and insist upon having it. It is 
here the salesman’s own diplomacy 
and reasoning is offered the oppor- 
tunity to display itself and protect 
both the advertiser and the me- 
dium he represents. 


Next the Program 


IF THE PRODUCT to be adver- 
tised over the air has been found 
adaptable to the medium, and the 
station or stations to be used has 
been decided upon, the next step 
is to determine the program policy. 
This, in itself, is a vital part of 
the radio salesman’s technique and 
though he may call the station’s 
specialists into conference on the 
matter before he will assume the 
responsibility of making a deci- 
sion, he should be thoroughly ac- 
quainted with the fundamental 
principles governing the station’s 
program policy. 

Such a decision is not arrived 
at by mere haphazard judgment. 
The modern radio station makes 
an intensive study of the advertis- 
er’s business and his product in 
the first step of formulating a pro- 
gram policy. Only by being thor- 
oughly familiar with the advertis- 
er’s product and just what the ad- 
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Syracuse Case Will Tey 
Music Copyright Right, 
Injunction Is Refuge 


AN APPLICATION by ASCAP t, 
enjoin a night club orchestra jy 
Syracuse from performing 25 nyp. 
bers was denied Sept. 4 by F 
Judge Bryant in the two-year gj 
case of ASCAP against Elm 
Inc. ASCAP asked for an opie 
restraining orchestras used by the 
lodge from performing  certgiy 
songs on the ground that they 
have been performed without ppv. 
ment of copyright royalties, Eleye, 
publishing houses joined with 
ASCAP 





Judge Bryant refused the injune. 
tion “because the grounds or facts 
in the affidavits were in dispute 
and because there appeared 
reason why a speedy trial of th 
issues cannot be had.” Further 
he held there would be no irrepar. 
able damages caused by such delay, 

In an affidavit, Lawrence Kelly, 
director of the orchestra at the 
lodge, declared there is “nothing 
new in the world in swing music” 
He held that all music is public 
property and that no one is able 
to specify what is original in swing 
music and what isn’t, since there 
are only 13 notes, and those notes 
have been written in various forms 
“since the beginning of civiliza. 
tion.” 

Albert Averbach, counsel for the 
Lodge and general counsel of the 
Music Users Protective Associa- 
tion Inc., declared the Elm Lodge 
cases test for the first time the 
entire structure and value of a 
copyright certificate on a musical 
composition “and it necessarily 
follows that ASCAP’s entire setup 
is in jeopardy. These test cases 
are necessarily of far reachine 
effect not only to the broadcasting 
industry but to all users of music. 





Pond’s Cream on Blue 


LAMONT, CORLISS & Co., New 
York (Pond’s creams) after a 
lapse of over a year will resume 
network broadcasting for 26 weeks 
on 25 NBC-Blue stations beginning 
Oct. 6, Tuesdays, 9:30-10 p. m. 
The program will be Husbands & 
Wives, now on NBC-Blue under 
sponsorship of Standard Brands 
(Fleischmann Yeast), which gives 
it up Sept. 27 and resumes Believe 
It or Not Ripley Oct. 4. J. Walter 
Thompson Co., New York, handles 
both accounts. 





vertiser wishes to do, can the pro- 
gram planner strike that happy 
note which will lead to the even- 
tual success of selling not once, 
but consistently. 

Another vital factor to be com 
sidered by the modern radio sales- 
man, is position in the broadcast- 
ing time schedule. Some advertis- 
ers and their agencies call in 4 
salesman with a preconceived idea 
of where their program should be 
located in the station’s time on the 
air. In this day of advertising 
agency radio specialists, the radio 
salesman often has little or noth- 
ing to say regarding this matter 
unless the time should not be avail- 
able. 

But, in the long run, he should 
know whether the time selected is 
the right one. Only by such fund- 
amentally vital understanding ° 
radio and the station he repre 
sents can he hope to command the 
respect and attention due him and 
the quota of business he has been 
instructed to expect. 
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INCREASED SALES THROUGH 


RE C's NEW 
Greater Covetagex ay 


“INCREASED POWER 
INCREASED COVERAGE 


INCREASED.SALES” | 


—says F. B. Collins, Manager, Swift & Co. Refinery, Memphis 


iii “In a nutshell,” says Mr. Collins, “Jewel Cowboy programs 
@ croose : over WREC are now reaching more people in the vast Mid- 
i. | waar South area than ever before. Our programs are getting good 
pet for Your Test coverage in Evansville, Indiana, to the northeast, and westerly, 
ee = are going well into eastern Oklahoma, an increased coverage of 
hiadietes a ne more than 200 miles. WREC’s coverage in general has increased 
RaligtaThey Won't in proportion. Summed up, this has meant for us a nice increase 
Work in Any Market in sales of Swift Products.” 


Anywhere 


New Transmitting Plant—Broadcasting Power Doubled 


* APRIL 26—WREC opened its new wide- 
range Transmitting Plant—Memphis’ most 
modern. 


* JUNE 14—WREC increased its Broad- 
casting Power from 2,500 to 5,000 Watts. 


NATIONAL REPRESENTATIVES TENNESSEE'S FIRST AND MEMPHIS 
PAUL H. RAYMER COMPANY FINEST RADIO STATION - AFFILIATED 
N30 £0):1 Ql = (OF \CLOME TNE TN Ol Texe) WITH COLUMBIA BROADCASTING SYSTEM 
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Dramatized Discs 
Used by Bosch in 
Selling to Dealers 


Novel Broadcasts Successful 
In Obtaining New Orders 


DISC dramatizations are used by 
United American Bosch Corp. to 
sell its CentrOmatic radio receiv- 
ers to dealers, a novel sales idea 
that the company claims is meet- 
ing with extraordinary success. | 

The plan centers around a series 
of one-minute spot dramatizations, 
electrically transcribed, which 
American - Bosch furnishes to its 
distributors and dealers. An 
American- Bosch distributor ar- 
ranges for the broadcast of one of 
these announcements at certain 
time every day, gee ay d 3 p. m. 
A little before 3 each day a dis- 
tributor’s salesman calls on a 
dealer and sets up a sample radio 
set. He tunes in the station carry- 
ing the program. The dealer hears 
an entertaining dramatized human 
interest broadcast that tells him 
the selling features of the set, 
while the quality of reception is 
audible proof of the claims made 
for it. The effect on the dealer is 
made even more es when 
the salesman reminds him that 
hundreds of his customers are lis- 
tening to the same message at the 
same time. 


Dealers Like It 


THUS the dealer is sold on the 
set, its quality and the power of 
American- Bosch advertising at 
one and the same time. The sur- 
prise value of this “stunt” is so 
compelling that distributors report 
amazing success with it, especially 
with hard-to-sell dealers. 

The same technique, of course, 
has been adopted by dealers in 
selling American-Bosch sets to cus- 
tomers both in the store and in the 
prospect’s home. 

The transcription which Ameri- 
can-Bosch supplies consists of 13 
one-minute human interest “play- 
lets” centering around the new 
American - Bosch CentrOmatic ra- 
dio. Each recording provides an 
extra 10 seconds for local an- 
nouncement of dealer’s name and 
address. The dramatizations are 
available on a single double-faced 
record. American-Bosch Radio is 
made by the United American 
Bosch .- E. T. Howard Co. 
Inc., New York, is the agency. 





Calan Goes Net 


GENERAL FOODS Corp., New 
York on Oct. 4 begins its first net- 
work series for Calumet baking 
powder on 50 NBC - Blue stations, 
Sundays, 5-5:30 p. m. The pro- 
gram will have Phil Lord inter- 
viewing famous personalities each 
week and will be titled The Great 
American Program. Contract is 
signed for 52 weeks and was placed 


through Young & Rubicam Inc., 
New York. 





Remington Rand Adds 


REMINGTON RAND Inc., Buffalo 
(typewriters & office equipment) 
on Sept. 6 began a series of four 
weekly Transradio news reports 
on WOR, Newark, along with three 
weekly sports broadcasts by Stan 
Lomax. On Sept. 7 the sponsor 
started Norman Brokenshire on 
WINS, New York, in a series of 
noon INS news reports five days 
a week. 
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LET’S WEEP WITH DEAR OLD ASCAP 








MORE AND MORE sorrowful become the plaints of ASCAP’s chief- 


tains over what radio is doing to music. 


The other day Gene Buck, 


ASCAP’s president, that gaunt and amiable “White Eagle” with a 
penchant for tear-jerking in the best manner of Tin Pan Alley, prepared 
to disembark from the luxurious vessel that brought him through the 
Panama Canal to New York after a long trip to California that even 
kept him away from the final ASCAP-Warner debacle. Quoth he to ship 
news reporters, ever on the lookout for “good copy”: 

“IT am greatly disturbed about the future of any music written today. 
In the old days, prior to radio broadcasting, it took three or four years 
for an American song to sink into the hearts of the people. Today, with 
more than 600 broadcasting stations, the popularity of any song, no 
matter how splendid it is, lasts no more than six weeks.” 

What genial Gene didn’t tell the reporters was that ASCAP, thanks 
to radio, is today gee! the richest harvest in its history—$4,000,000 


this 
old 


ear from ra 


io, as against only about half a million in the good 
ays of 1929; that song-pluggers for ASCAP, as for others, are 


still falling over one another besieging the radio studios to perform 
their music, even to the point of offering gratuities to orchestra leaders, 
performers and arrangers; that ASCAP, thanks only to an antiquated 
copyright law, has gotten by with figurative murder in exacting arbi- 
trary royalty fees not only from radio but from hotels, movie houses, 
innkeepers, restauranteurs and other small business establishments; 
that ASCAP is fighting tooth and nail to perpetuate that good old law. 

When ASCAP’s income drops below what it was before radio came 


on the scene, perhaps we can join in 
make them a real community sing. 


— Gene’s plaintive wails and 
ut ASCAP’s officers and pub- 


lishers and song writers and lawyers, we note, are still not suffering 


from the want of su 


per-power cars, magnificent estates and costly 


diamonds that characterize the higher moguls of Tin Pan Alley. 





FCC Will Investigate 
Possible Cut in Rates 


For Radio Line Hauls 


BY THE changed plan of the 
A.T.&T. investigation through a 
Telephone Division interstate rate 
inquiry order, issued Sept. 10, 
broadcasters now have presented 
the hope of a reduction of line 
charges through the FCC. The 
A.T.&T. investigation previously 
had been pursued along the lines 
of a fact-finding probe with the 
objective of gathering material for 
future rate reduction moves, but 
under the new order the FCC now 
will plunge into a specific rate re- 
duction inquiry. 

The Telephone Division order is 
directed primarily at telephone 
long distance rates, but the broad- 
cast program transmission charges 
will form a part of the new inves- 
tigation. The FCC already _ has 
gathered a mass of material from 
broadcasters about alleged dis- 
criminatory and unreasonable 
broadcasting rates through a ques- 
tionnaire sent to the 635 radio 
stations in the country which filed 
their answers Aug. 15. The ques- 
tionnaires are now being digested 


by the telephone investigation 
staff for presentation at future 
hearings. 


No date has been set for the 
rate investigation hearings but 
probably the proceedings will be 
commenced late in the fall. The 
A.T.&T., under the rate order has 
been called upon by the FCC to 
justify the reasonableness of its 
rates, services, classifications, prac- 
tices and regulations. 





Philco Local Dises 


PHILCO RADIO & TELEVISION 
Corp., Philadelphia (radio receiv- 
ers) is preparing a series of quar- 
ter-hour WBS transcriovtions to 
run either 13 or 26 times and to be 
placed by its local distributors. 
Philco stands the cost of the discs, 
the distributor paying the station 
time. Hutchins Adv. Co., Roches- 
ter, N. Y¥., has the account. 
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Bridgeport (Conn.) Times-Star 

“What luck! A piano recital just 

when I’m supposed to be practicin’ 
my piano lesson.” 





LADY PEACE AIRED 
Shortwave From Harry Richman 


Broadcast by WOR 


WOR, Newark, stayed on the air 
all night Sept. 2 to broadcast 
hourly bulletins received at New- 
ark Airport from Lady Peace, 
winging the Atlantic with Harry 
Richman, singer, and Dick Mer- 
rill, pilot. A Western Electric 50- 
watt telephone transmitter on the 
plane brought Richman’s voice to 
Newark until the ship was 2,100 
miles out, when communication 
was relayed via London. 

Recordings of Richman and Mer- 
rill as they voiced farewell mes- 
sages and roar of the takeoff were 
used at intervals as atmosphere 
for bulletins on WOR. Transradio 
teletyped bulletins to its clients 
from the airport. Shortwave pro- 
grams from a plane which convoyed 
the Lady Peace for a hundred miles 
were picked up by WOR and re- 
layed to Mutual network. 


DEEMS TAYLOR, composer, critic 
and journalist, on Sept. 11 was 
named CBS music consultant, to ad- 
vise in coordinating serious music. 
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Federal Housing Offe, 
New Transcribed Serie, 


For Local Sponsorship 
FEDERAL Housing Administr, 
tion announced Sept. 13 an offer. 
ing of a series of 13 quarter-hoy, 
transcriptions to be offered sta 
tions as available for local spo. 
sorship featuring an entirely jo, 
theme. Transcribed for FHA }y 
NBC Transcription Service, the se. 
ries has been produced under the 
immediate direction of George | 
Van der Hoef, radio director ¢ 
FHA, and constitutes the most an. 
bitious transcription project yet 
undertaken by that agency, 

The programs are dramatiz. 
tions of famous American homg 
such as the Graigie House (Long. 
fellow’s home), Monticello (home 
of Thomas Jefferson), “Home 
Sweet Home”, etc. “They will make 
a very effective series of programs 
which any local sponsor in a busi. 
ness or service associated with 
home building, financing, improy. 
ing and maintenance will be glad 
to sponsor”, Mr. Van der Hoef as. 
serted. 

All contacts with stations on the 
series will be made through M., 
Van der Hoef’s office. The series, 
already on a test basis, is on WRC, 
Washington, which procured a )o- 
cal realty sponsor the first day it 
was offered. Author of the series 
is Raymond Scudder, of NBC's 
New York continuity department, 
Reginald Thomas, of NBC Tran. 
scription Service handled produc 
tion under the direction of Lloyd 
C. Egner, manager of NBC Tran- 
scription Service. 

The series is being made avail- 
able by FHA to stations at no cost 
except transportation covering the 
return of the recordings. The 15- 
minute discs allow two minutes for 
commercial announcements. 


Special Hookup Renewed 
By Department Stores 


THE cooperative 45-minute series 
staged by big department stores on 
an independent network has been 
renewed for 39 weeks, effective 
Sept. 10, with a number of addi- 
tional stores understood to b 
planning to join the project for 
the local tieins. 

Originating at WOR’s New York 
studios, the program is keyed to 
WNAC, WBAL, WGAR, WABY, 
WGR, WGBI, Thursdays, 9-9:45 
a. m., with repeat at 10 a. m. for 
CKLW, WGN, WSM, WCOL and 
the Michigan Network. The repeat 
will be discontinued after the Sept. 
27 program. Prominent fashion 
editors are guest speakers on each 
program, with name orchestras ap- 
pearing for one-time performances. 
Dorland International Inc., New 
York, places the account in ass0- 
ciation with Ben Rocke Produt- 
tions Inc., New York. 





New Agency Formed 


VANDERBIE & RUBENS In, 
is the firm name of a new adver- 
tising agency formed in Chicago, 
with headquarters at. 
Michigan Ave. The principals are 
H. §S. Vanderbie and Walter lL 
Rubens. Among the accounts list- 
ed for the agency are Murine \% 
Chicago; Nacor Medicine Co., 4 
dianapolis; Sunsol Products, af 
tanooga; Hamlin’s Wizard Ul, 
Chicago; Rhodius Perfumes, San 
Antonio, and Swartchild & ©, 
Chicago. 
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New Corporation 
To Supplant CRC 


In Dominion Radio 


Nine Governors Are Appointed 
To Take Office Nov. 2 
(Special to BROADCASTING ) 
OTTAWA, Ont., Sept. 11—In line 
with his avowed intention of elim- 
inating the Canadian Radio Broad- 
casting Commission and setting up 
new structure for the regulation 
of broadcasting in the Dominion, 
Prime Minister King last night 
announced the appointment of 
nine governors for a Canadian Ra- 
dio Corporation, all to take office 


. Ze 
Njeaded by L. W. Brockington, 


inni attorney, as chairman, 
= ay ard is composed of pub- 
licists, educators, showmen and 


financiers and the preponderance 
of the former points to the likeli- 
hood that it will be expected to 
“gel!” more strongly the idea of 
nationalized broadcasting to the 
Canadian public. 


Manager to Be Named 


NO ANNOUNCEMENT has yet 
been made regarding the fate of 
the present three commissioners, 
but it is expected that Chairman 
Charlesworth may be given a place 
as a program executive. The new 
board, consisting of one man from 
each province, will recommend a 
general manager for Canadian ra- 
dio and an assistant before Nov. 
2 when the new Radio Act goes 
into force. 

Vice chairman is Rene Morin, 
managing director of the Trust 
Generale du Canada, Montreal. 
Other members are: Brig. Gen. 
Victor Odlum, former newspaper- 
man, now a Vancouver broker; J. 
W. Godfrey, Halifax barrister and 
former Rhodes scholar; Prof. A. 
Vachon, Laval University, Que- 
bec; Wilfred Bovey, Montreal bar- 
rister formerly on the faculty of 
McGill University; N. L. Nathan- 
son, of Toronto, president of Fa- 
mous Players Corp. of Canada and 
Canadian Paramount Corp. Alan 
B. Plaunt, Toronto journalist, who 
is credited with instigating the 
ida of Canadian nationalized 
broadcasting; Mrs. Nellie Mc- 
Clung, author, of Victoria, B. C. 


THE Canadian Radio Broadcast- 
ing Commission now comprises 
Hector Charlesworth, chairman; 
Col. C. A. Chauveau, vice chair- 
man, and Lieut. Col. W. Arthur 
Steele, the latter an Army officer 
who is expected to return to duty 
or to go on the retirement list. It 
was formed several years ago to 
regulate Canadian broadcasting 
along the lines of American regu- 
lation so far as technical assign- 
ments are concerned, but also was 
Instructed to acquire stations and 
Provide station and network pro- 
grams. During its life it has 
taken over, chiefly by purchase, 
Seven stations and has provided a 
network program service which 
has regularly exchanged programs 
with the American networks. Lack 
of funds precluded its elaborate 
Plans for further nationalization, 
with station owners naturally op- 
Posing such moves. 

Long in disfavor with the party 
Which succeeded Premier Ben- 
hett’s, which organized it, and em- 
roiled in partisan politics during 
we recent campaign, the Commis- 
Son's life was extended from time 
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ONCE IN A LIFETIME—Staged 
in Des Moines over the Iowa Net- 
work when enterprising Bill Spar- 
grove, announcer, brought together 
for the first time on the same 
broadcast presidential announcers 
for rival NBC and CBS networks. 
Shown here, left to right, are Bob 
Trout, CBS presidential announcer, 
Dale Morgan and Bill Spargrove, 
Iowa Network announcers, and 
Carlton Smith, NBC presidential 
announcer. The occasion was the 
assemblage of the President and 
six Midwest governors, including 
Gov. Landon, in the drought con- 
ference Sept. 3. Iowa Network, 
through Ranny Daly, program di- 
rector, handled special remote set- 
ups for KRNT (feeding to CBS) 
and KSO and WMT (feeding to 
NBC). 





Seeks 50 kw. in Toronto 


CFRB, Toronto, one of Canada’s 
three most powerful stations, has 
filed application for a power boost 
50,000 watts on the Canadian ex- 
clusive clear channel of 690 kc. 
Meanwhile, CFRB is_ spending 
$30,000 during September in reno- 
vating its 10,000-watt transmitter. 
A new transmitter house is being 
built at Aurora, 25 miles north of 
Toronto, where a 1,000-watt short- 
wave transmitter to operate on 
6070 ke., CF RX, is also being in- 
stalled. The station is owned by 
Ted Rogers, of the Rogers-Majes- 
tic Co., who recently bought con- 
trolling interest in CKLW, Wind- 
sor-Detroit. All transmitting tubes 
in CFRB and CFRX are built and 
designed by Rogers at his own 
tube factory, which manufactures 
Rogers, Deforest-Crossley and Ma- 
jestic radio sets in Canada. 





to time but for only short periods. 
Premier King during the election 
campaign promised a change, 
which he has now effected. 
Frequently mentioned as a pos- 
sibility for the directorship of any 
new setup inaugurated was Maj. 
Gladstone Murray, Canadian-born 
executive of the British Broadcast- 
ing Corp. and a former Canadian 
newspaperman and Rhodes scholar. 
It is believed he would accept the 
post if offered, bringing to Ca- 
nadian regulation his experience 
with the nationalized British radio 
system and his liberal attitude to- 
ward the so-called American sys- 
tem of private, competitive enter- 
prise supported by advertising 
revenues. Another man mentioned 
for the post is Reginald Brophy, 
onetime manager of CFCF, the 
pioneer Canadian Marconi broad- 
casting station in Toronto, a Ca- 
nadian citizen, who is now station 
~ ae manager of NBC in New 
ork. 






TRANSFER BY WHIO 


CAUSES CONFUSION 


SIGNING OF WHIO, Dayton, by 
CBS under a five-year contract, 
has precipitated a new furore in 
Midwest network broadcasting. De- 
parture of the Dayton station 
from NBC will break up the three- 
station circuit aligned by NBC as 
an alternate choice for WLW, Cin- 
cinnati. 

The five-year contract was ne- 
gotiated Sept. 5 by James M. Cox, 
former governor of Ohio and his 
son, James M. Jr., with Herbert 
V. Akerberg, CBS station relations 
vice president. WHIO is affiliated 
with the Dayton Daily News, of 
which Gov. Cox is publisher. It 
has been an NBC optional outlet 
for the last two years. WSMK, 
Dayton, present CBS Dayton out- 
let, will terminate its connection by 
virtue of a contract cancellable 
upon 90 days notice. 

NBC has made available to its 
clients a combination of WCKY, 
Cincinnati; WIRE, Indianapolis, 
and WHIO. This has been an op- 
tional group along with WLW, 
which individually was classified 
as optional. 

It was stated at CBS that no 
effort is being made to align either 
WCKY or WIRE, since the net- 
work has affiliates in both Cincin- 
nati and Indianapolis, these being 
WKRC and WFBM respectively. 
More than likely, arrangements 
will be made whereby WHIO will 
join CBS in advance of the 90-day 
period. 





Bernard Cohn Is Named 


Sales Manager of WREC 


BERNARD L. COHN, president 
of Lake-Spiro-Cohn Inc., Memphis 
agency, has resigned that post to 
become commercial manager of 
WREC, Memphis, according to an 
announcement Sept. 10 by Hoyt B. 
Wooten, president and owner of 
the station. 

Mr. Cohn is former publisher of 
the Memphis News-Scimitar, and 
has had wide experience in the 
business end of the newspaper 
field. His agency handles such na- 
tional accounts as Plough’s Inc., 
Health Products Inc. and St. 
Joseph’s Laboratories. Mr. Cohn, 
Mr. Wooten declared, fills a new- 
ly-created post on the executive 
staff of the station, which recently 
installed completely new equip- 
ment. 

Simultaneously, Mr. Wooten an- 
nounced promotion of Hollis 
Wooten to assistant manager from 
his present sales staff post, and of 
Roy Wooten to chief announcer 
and special events head. Both are 
brothers of the owner. §S. D. 
Wooten Jr., a third brother, is 
chief engineer of WREC, and also 
of WHBQ, which is operated by 
the same management. 





Texas Crystal Complaint 


UNFAIR competition in sale of 
mineral crystals is charged by the 
Federal Trade Commission in a 
complaint handed down Sept. 12 
against Dollar Crystal Co., Omaha 
(Genuine Texas Mineral Crys- 
tals). Claims made for the product 
as a remedy for headache, ner- 
vousness and other ailments are 
declared to be exaggerated. Glame 
Inc., Hoboken, N. J., has agreed 
with the FCC to cease claiming its 
polish remover feeds or nourishes 
the nails of cuticle of users. 
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Communist Party 


Complaint Studied 


FCC Legal Department Given 
Protests on Time Refusal 


CHAIRMAN PRALL of the FCC 
on Sept. 11 referred to the law 
department letters of protest 
against broadcasting stations al- 
leging political discriminations. 
Turned over to the FCC lawyers 
was a letter from Arthur Garfield 
Hays, general counsel of the Amer- 
ican Civil Liberties Union, urging 
that the FCC make a “sharp pub- 
lic statement” relating to political 
broadcasts because of cases involv- 
ing the Communist Party in which 
WIRE, Indianapolis, WCAE, Pitts- 
burgh, and WTCN, Minneapolis, 
were drawn by the League. There 
also was a letter from William Z. 
Foster, national committee man- 
ager of the Communist Party 
charging WCAE violated the law 
by declining to carry a talk lo- 
cally by Earl Browder, Communist 
candidate for the presidency. 

Mr. Prall said he could make no 
comment until the law department 
reported on the protests. The Civil 
Liberties Union letter asked that 
the FCC make a statement affirm- 
ing the provisions of the Commu- 
nications Act providing “that all 
licensed broadcasting stations shall 
afford equal treatment to legally 
qualified candidates for public of- 


fice.” 
Basis of Protests 


THE Union’s letter alleged that 
WIRE and WCAE, both NBC out- 
lets, refused to carry the Browder 
speech on Aug. 28 “despite the 
fact that both stations have car- 
ried speeches by the candidates 
of the Democratic and Republican 
Parties.” : 

In the case of WIRE, it was al- 
leged that the station “seems to 
have refused to schedule the speech 
on the ground that the Communist 
Party is illegal in the state under 
the so-called ballot law * * *.” 

In the case of WTCN, it was 
alleged that the station signed a 
contract for a series of campaign 
broadcasts by spokesmen of the 
Communist Party but that when 
Nate Ross, candidate for presiden- 
tial elector, was scheduled to speak 
on Sept. 2 the station demanded 
elimination of a number of para- 
graphs from the prepared address. 
The Communist Party, the letter 
continued, withdrew the speech en- 
tirely and submitted one by Sam 
K. Davis, not a candidate. The 
station approved the manuscript, 
it was stated, and just before it 
was delivered, Davis asked per- 
mission to make a slight addition. 

“This request was granted,” con- 
tinued the letter, “but after the 
talk the station charged that the 
Communist Party in changing the 
speech had violated its contract 
and cancelled the whole series.” 

In the case of the Foster pro- 
test, WCAE explained that Hearst 
stations on NBC will carry the 
network schedules for the Com- 
munists and that previous com- 
mercial commitments alone ren- 
dered it impossible to carry the 
Sept. 4 talk by Browder. 





CRCT, Toronto outlet of the Ca- 
nadian Radio Commission, is not 
renewing its NBC commercial pro- 
grams. As they expire they are 
being dropped, and NBC is under- 
stood to be counting on WBEN, 
Buffalo, which is heard in the To- 
ronto receiving area. 












Radio Station K - R U 


At Columbia, Missouri 


PRESENTS .... 


FACTS and FIGURES About the 
$75,000,000 Retail Market in the 


Center of Missouri.... 





lOWA 











1000 Watts Daytime 
500 Watts Night Time 
on 
630 Kilocycles 


KANSAS 


RADIO STATION 
KFRU 

ls Owned and 

Operated by the 


ST. LOUIS STAR. TIMES 
PUBLISHING CO. 


MIS S|O 


ARKANSAS 





Address your request for a copy of this interesting, factual 
manual, direct to Radio Station KFRU at Columbia, Mo. 
or to the 
National Representatives 
WILSON—DALTON—ROBERTSON 


1329 Baltimore Ave. 1503 Mather Tower 250 Park Ave. 
Kansas City, Mo. Chicago, Ill. New York City 
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Offers or Contests 
Used by Two-thirds 
of NBC Sponsors 


Cash Prizes Popular in 1935; 
Millions Enter Contests 


E 194 advertisers who spon- 
OF eT programs over NBC-Red 
and Blue networks in 1935, 129 or 
66.4% used offers and contests, 
according to Radio Offers & Con- 
tests, a booklet just released by 
NBC to advertisers and agencies. 
Offers were used more extensively 
than contests during the year, with 
360 offers made by advertisers of 
116 products and 85 contests an- 
nounced by 54 products advertised 
on the networks. 

Cash prizes were the most popu- 
lar form of contest on NBC. with 
advertisers of 36 products sponsor- 
ing 53 cash contests. Next were 
39 weekly contests (no money) 
staged by 24 advertisers; 12 dealer 
prizes (cash or products) by_nine 
advertisers; 10 limerick & jingle 
contests by four sponsors; eight 
automobile prize contests by seven 
advertisers; eight free contests 
(no proof of purchase required) by 
seven advertisers; seven suggest- 
a-name contests by seven spon- 
sors; six amateur contests by four 
sponsors; slogan contests by four 
advertisers and vacation trip 
awards by three sponsors. 


Types of Offers 


SIXTY - SIX advertisers made 153 
free offers on NBC networks last 
year. Next came 76 booklet offers 
by manufacturers of 38 products; 
61 novelty offers by sponsors of 36 
products; 60 cookbook and recipes 
offers by 15 NBC clients; 38 prod- 
uct offers (sample or gifts) by 28 
sponsors; 38 offers of the sponsor’s 
product by 29 advertisers; 29 
household articles offered by 18 
advertisers; offers of personal ar- 
tices, photographs of radio artists. 
special edition newspapers, and 
road maps. 

Forty-six NBC commercial pro- 
grams asked for part of a package 
as proof of purchase as an entry 
requirement for contests. Eleven 
programs asked parts of two pack- 
ages and ten asked for three box 
tops or wrappers. Radio listeners 
were required to send money, rang- 
ing from one cent to $3.75, to con- 
form with the requirements of 68 
offers on 32 different programs. 

Sponsors were more reluctant to 
reveal their contest and offer fig- 
ures this year than usual, and as 
a result the NBC radio contest and 
offer brochure contained fewer fig- 
ures in the renlies and entry col- 
umn than in the past. A few of 
the figures quoted are: 

7,500,000 metal initial tags given 
away by Sun Oil Co. to all radio 
listeners applying at a Sun station 
and paying ten cents. 

000 children became members of 
ae Annie’s “Secret Society” by 


ubmitting a seal from : yal- 
tne to the Wander oy — 
Over 2.000,000 contestants com- 
peted in the Pepsodent Co. cash prize 
at which required the purchase 
men tube of Pepsodent toothpaste. 
. 000 entries received in another 
contest from contestants who bought 
a can of Pepsodent tooth powder. 
a. connection with the General 
ave Symphony 3,000,000 We 
"wers booklets were sent to lis- 
teners requestine them. 
y n four weeks General Foods’ 
met House Showboat sent out 
— Songs of Showboat book- 
ets to listeners submitting 10 





NAMES AND NEWS AND BREAD 


Four Out of Five Mentioned on the Air Respond to 


’ Offer of Free Loaf and Doughnuts 





By JOHN B. FLACK 


Flack Adv. Agency, Syracuse 


FOUR out of five 
respond to the 
magic appeal of 
“something for 
nothing” in the 
interest - creating 
news broadcast of 
the Cortland Bak- 
ing Co., a daily 
m feature presented 
5 on WSYR. 
Mr. Flack Near the end 
of each five-minute program of 
news events the announcer states: 
“__And now we come to the fea- 
ture you have been waiting for. 
Cobakeo has a free gift for five 
lucky Syracuse housewives. If the 
following will just call this station 
before 6 oclock this evening, they 
will receive free, by Western 
Union Messenger, a fine gift pack- 
age of Cobakco Bread and deli- 
cious Cobakco Donuts.” ... and 
then he reads off the names and 
addresses. 


And Does It Pull! 


DOES it work? It certainly does! 
We have been amazed at the re- 
sults. On each program the replies 
average about four out of five, and 
on some days we hit a perfect 
score. To get the idea started we 
used names of people we knew 
would be quite certain to listen. 
We even put a flea in their ears 
about the program. We then asked 
the winners to suggest names of 
friends who were deserving of 
being eligible for free gifts and 
the response to this request was 
prompt and eager. 

We followed this method for the 

first week or two and then we be- 
gan to pick the names “cold”. We 
waited with bated breath for the 
calls to come in, and our amaze- 
ment at the reception of the pro- 
gram continued when we found 
that the average was as high with 
names picked cold as with those 
which were “preheated”. 
_ The methods we used in select- 
ing names for the free Cobakco 
gift were to:pick people who would 
be likely to mingle with others and 
do a little gratuitous boosting for 
Cobakco products. We used the 
city directory and selected the of- 
ficers of women’s clubs. We fol- 
lowed the society and personal col- 
umns of the newspapers and se- 
lected names of those women who 
were contantly entertaining. 

To get such a high average in 
replies is proof positive that peo- 
ple are listening to our program. 
And to hear the names of friends 
or neighbors announced leads each 
listener to hope that her name will 
be next. Winners tell us that when 
they see a uniformed messenger 
coming to the door bearing their 









cents and a piece of metal from a 
can of Maxwell House coffee. 

Offers were most numerous dur- 
ing October, totaling 46 offers, 
with March and April following 
with 42 and 40 respectively. Con- 
tests were most frequent during 
January, numbering 16, with 14 in 
March and 10 in April. December 
was the low month for contests, 
with only one, and August was the 
poorest month for offers, only ten 
being listed. 
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free gift they get a thrill out of 
all proportion to the actual money 
value of the gift. 

With each package of bread and 
donuts we send a letter from the 
baking company asking the recipi- 
ent to write in and let us know 
how she liked the products. Thé 
enthusiastic letters received are a 
joy to read. “Think your products 
wonderful” they write. “We’ll use 
them from now on.” “Will tell all 
my friends about them—”, etc. 


The Public Talks 


“IF YOU want to get your sales 
message across you must have it 
enter into the conversation and 
thoughts of the public. That is 
why this touch of showmanship 
and the uniqueness of the feature 
have proven so successful,” is the 
opinion of John J. Kane, sales 
manager of the Cortland Baking 
Co. “Sales have been most grati- 
fying. We made a special test and 
advertised a loaf that was not usu- 
ally stocked by the majority of 
stores. Our routemen immediately 
reported increased demands for 
this particular loaf.” 

The program has brought forth 
many interesting sidelights. One 
day, an assistant who was select- 
ing the names, unwittingly used 
the name of a very wealthy woman 
—a woman who lived in a house 
costing several hundred thousand 
dollars. When this was discovered 
her selection was greatly criti- 
cized. The criticism turned to as- 
tonishment, however, when the 
woman phoned in for her loaf of 
bread and package of donuts. 

On another occasion I was told 
that a lawyer had called my office 
several times during the day. When 
I finally was able to talk to him. 
he informed me that he revresent- 
ed a client who was reported to 
have won a prize on a Cobakco 
program announced over station 
WSYR. I told him to have his 
client call the station and we would 
be glad to see that she received 
the gift. “I can’t,” he said. “She’s 
been dead for over a year! But I 
want to see that her heirs get the 
benefit of any prizes or gifts which 
are due the estate.” 

I told him that I guessed thet 
the estate wouldn’t benefit verv 
much because it was only a loaf 
of bread and a package of donuts 
which I was sure would be more 
apt to provide temporary suste- 
nance for the lawyers than to pro- 
vide a monetary increase in the 
size of the estate. 


Kellogg Chicago Contest 


KELLOGG Co., Battle Creek (corn 
flakes) is spending an estimated 
$30,000 in a baseball windup cam- 
paign during the last six weeks of 
the season in Chicago. The appro- 
priation includes a list of 300 
prizes topped by Pontiac automo- 
biles for the ballplayer picked as 
the best in the major leagues and 
for the person submitting the best 
letter in the contest. Color and ro- 
togravure pages are being used in 
Chicago newspapers as well as car 
cards, dealer tieups and direct mail. 
Hal Totten, veteran sports an- 
nouncer, is handling the series on 
WENR. Printed media copy in- 
cludes photographs of Totten. N. 
W. Ayer & Son Inc., Chicago, is 
agency. 


RAILROADS PONDER 
1937 RADIO DRIVE 


USE OF radio on a nationwide 
basis by the American railroads 
as part of the institutional cam- 
paign now in progress to sell com- 
petitive against other transporta- 
tion groups, may develop next year 
when the Association of American 
Railroads devises its new adver- 
tising campaign. z 

Holcombe Parkes, associate di- 
rector of Public Relations of the 
Association, who is on leave of 
absence from his post as adver- 
tising manager of the Norfolk & 
Western Railway, declared Sept. 9 
that consideration will be given 
radio for the second fiscal year’s 
campaign. The new fiscal year 
will begin next June. The current 
campaign, involving an _ expendi- 
ture of more than $1,000,000, is 
being placed largely in magazines, 
through Arthur Kudner Inc. 

In considering the original cam- 
paign last year the Association 
decided against the use of radio 
but recommended that it be used 
in the future. The advertising 
budget is being contributed by 
members of the Association, with 
no fixed amount allocated for ad- 
vertising and promotion. 





Remington Rand Renews 


Series on 50 Stations 


RENEWAL for another 13 - week 
period of The News Comes to Life 
program sponsored by Remington 
Rand Co., Buffalo (office equip- 
ment) was announced Sept. 3 by 
Pan American Radio Sales Co., 
New York, through its vice presi- 
dent, Gerald K. Hughes, effective 
Sept. 6. The program is carried 
Sundays, 6:30-7 p. m., over a com- 
bined hookup of more than 50 re- 
gional network stations, includine 
outlets of the Yankee Network, 
Michigan Network, Affiliated Broad- 
casting System and the New York 
State Broadcasting System and is 
keyed from WINS, New York. It 
is placed by Leeford Advertising 
Agency, New York. 

The program was first conceived 
and placed last June 7 by James 
H. Rand 3d, son of. the president 
of Remington Rand. who organized 
Pan American Radio Sales Co. as 
a special representative concern to 
place this and other programs. on 
similar hookups. Mr. Rand is pres- 
ident of Pan American. He was 
assisted in his plans. by Burt 
Squire, manager of WINS, 





General Motors and Ford 


Resume Sunday Concerts 
WITH General Motors back on the 
air starting Sept. J3 for its fourth 
season of General Motors Concerts 
on the NBC-Red network Sun- 
days, 10-11 p. m., Ford Motor 
Co. will also resume its Ford Sun- 
day Evening .Hour on a big CBS 
network starting Sept. 20, 9-10 
p. m. Erno Rapee-is directing the 
General Motors Symphony and 
noted guest conductors will direct 
the Ford programs, the first being 
presented in Carnegie Hall, New 
York, and the second in the Ma- 
sonic Auditorium, Detroit. Both 
schedules ‘are for 39 weeks, and 
both programs will present weekly 
guest artists of top rank. Camp- 
bell-Ewald Co. of New York han- 
dles the General Motors account, 
and N. W.-Ayer & Son Inc., Phil- 
adelphia, has the Ford account. 
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New NAB Commercial Group 
Vested With Added Functions 


Carpenter Is Named Chairman; Radio Research, Sales 
Managers Divisions Formed; Church Heads Research 


REORGANIZATION of the Com- 
mercial Section of the NAB, which 
will comprise two separate divi- 
sions, was announced Sept. 12 by 
Charles W. Myers, NAB president, 
coincident with his appointment of 
H. K. Carpenter, general manager 
of WHK, Cleveland, as chairman. 

Pursuant to a plan devised by 
James W. Baldwin, NAB manag- 
ing director, and approved by 
President Myers, the Section will 
have two divisions—sales man- 
agers and radio promotion. Ap- 
pointed as chairman of these re- 
spective divisions were J. Buryl 
Lottridge, sales manager, KOIL, 
Omaha, and KFAB, Lincoln; and 
John J. Gillin Jr., manager of 
WOW, Omaha. 

Simultaneously, Mr. Myers an- 
nounced reappointment of Arthur 
B. Church, president of KMBC, 
Kansas City, and an NAB direc- 
tor, as chairman of the Committee 
of Five assigned to handle the 
important negotiations looking 
toward creation. of .a radio re- 
search bureau in collaboration with 
advertising agency and radio ad- 
vertiser committees. 

Former chairman of the Com- 
mercial Section and a prominent 
figure in NAB activities for the 
last decade, Mr. Carpenter suc- 
ceeds Mr. Church. He has been 
general manager of WHK and its 
associated station, WHKC, Colum- 
bus, for nearly three years and 
prior to that was general manager 
of WPTF, Raleigh, N. C. Mr. Car- 
penter has served two terms as an 
NAB director and missed election 
to the board at the last convention 
by one vote. 


Enlarged Duties 


THE COMMITTEE on radio re- 
search continues the work of 
the last two years in collaboration 
with the American Association of 
Advertising Agencies and the As- 
sociation of National Advertisers. 
Committees of five representing 
each of these three organizations 
have constituted the Joint Com- 
mittee on Radio Research created 
to investigate the feasibility of es- 
tablishing a cooperative audit bu- 
reau for radio circulation and lis- 
tener habits. 

The sales managers’ division, 
headed by Mr. Lottridge, was cre- 
ated at the last convention and al- 
ready has a membership of more 
than 225 stations. Its efforts are 
directed toward the development 
of sales activities of broadcasting 
stations and of cooperation with 
advertisers and advertising agen- 
cies. 

_ The third division—radio promo- 
tion — was created pursuant to a 
resolution adopted at the Chicago 
convention in July. The resolution 
provided that the president ap- 
point a committee of not less than 
five nor more than seven members 
to explore the possibilities for the 
broadcasting industry of radio pro- 
motion and report at the 1937 con- 
vention. Mr. Gillin, an NAB direc- 
tor, is a well known figure in in- 
dustry circles, and has been active 
in NAB commercial affairs. 

At the last convention the mem- 
bership approved a $10,000 fund 
for use of the radio research divi- 
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sion and the Joint Committee as 
needed in furtherance of its proj- 
ect. This money has been set aside 
but the expenses of the Joint Com- 
mittee are being defrayed at pres- 
ent through the voluntary contri- 
butions of NBC and CBS, the 
former having pledged $20,000 and 
CBS $10,000. There is also likeli- 
hood of a contribution from Mu- 
tual Broadcasting System. 





Powerful Cuban Station 


To Draw Tourists Urged 
TO STIMULATE American tour- 
ist travel, Cuban authorities are 
considering installation of a high- 
power broadcasting station with a 
directional antenna designed to 
throw its signals into the United 
States, according to _ unofficial 
word from Havana. The Ministry 
of Communications has been in- 
structed to study the feasibility 
of such an undertaking. 

Strong efforts are being made t» 
have the Cuban Congress approve 
a law regulating all phases of 
broadcasting, broadly along the 
lines of the American law, it is re- 
ported to the Department of Com- 
merce. 
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CHAIRMEN ALL — Here are the new commercial heads of the NAB, 
appointed for the 1936-19387 fiscal year. Left to right are John J. Gillin 
Jr., chairman, radio promotion division; H. K. Carpenter, chairman, com- 
mercial section embracing the sales promotion and sales managers’ divi- 
sions; Arthur Church, reappointed chairman radio research committee; 
J. Buryl Lottridge, chairman, sales managers division. 





American Influence Improves Programs 


Abroad, Says Flamm; Makes Paris Tieup 


A TIEUP between WMCA, New 
York, and the Post-Parisien sta- 
tion in Paris, one of France’s most 
popular commercial outlets, was 
concluded by Donald Flamm, pres- 
ident of WMCA, during his July- 
August European trip which was 
concluded when he arrived Sept. 
3 on the Rex. Under the arrange- 
ment, made with Jean Gruenbaum, 
operator of the 60,000-watt Post- 
Parisien, which was purchased 
several years ago from the news- 
paper Petit Parisien by interests 
headed by Mr. Gruenbaum, WMCA 
and associated stations of the In- 
ter-City Group will have access to 
all programs of the Paris station 
while the latter will have avail- 
able to it all the WMCA-Intercity 
programs it wants. 

Occasional Transatlantic short- 
wave hookups will be effected, but 
for the most part the exchanges 
will be via recordings. WMCA 
last March also entered into an ar- 
rangement whereby Jean DeLet- 
tre, French composer of “Hands 
Across the Table” and other pop- 
ular songs, became its “Paris cor- 
respondent”, sending over tran- 
scriptions of gossip and news of 
the theater, art and society of in- 
terest to American listeners. 


Millions Go Abroad 


MR. FLAMM toured various 
European radio centers, and re- 
ported that he was particularly 
struck by the fact that English 
radio stations and British adver- 
tising media were losing millions 
of dollars annually to foreign ra- 
dio stations, particularly in France, 
Ireland and Luxembourg, which 
permit commercial broadcasting. 

While the BBC bars commercial 
programs, British and continental 
advertisers are buying time on 
stations in nearby countries for 
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programs designed to be heard in 
England. The French government 
has placed a tax of 45% on broad- 
cast station revenues derived from 
foreign advertisers, said Mr. 
Flamm, yet all the stations cap- 
able of reaching England have big 
bookings of commercial time. 

Mr. Flamm expressed the belief 
that foreign programs as a whole 
do not compare with current 
American productions. The Amer- 
ican influence, however, is being 
extended to a considerable degree 
on foreign stations, he added. 


Scratchy Recordings 


“RADIO pro- 
grams abroad 
would not attract 
American _listen- 
ers,’’ he said. 
“Some of the 
phonograph rec- 
ord shows offer 
what we in this 
: country call ‘good 
-_ music’, but the 
mr. Flamm records used are 
old, in many cases scratched, and 
technically the reproduction is so 
bad it would not be tolerated in 
any 10-watt American studio. 

“Of course all the foreign pro- 
grams are not made up of talk or 
phonograph recordings, but listen- 
ing with a good all-wave set for 
several hours you might be led to 
believe that house bands and or- 
chestras and dramatic broadcasts 
were unknown to the program di- 
rectors. 

“Remote control broadcasts are 
very rare abroad. Pickups of dance 
bands are heard on occasional sta- 
tions, but transmission still leaves 
a great deal to be desired. 

“Some of the superior dramatic 
productions of the BBC (real 
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written-for-radio-only show 
some of the musical pickueie 
great symphony orchestras rival 
anything ever done along these 
lines in the United States, but the 
broadcast that is heard today ip 
this country, and forgotten tomor 
row, a good average dramatic 
show for example — would be 
once in a month feature, with lis 
teners talking about it for weeks 
before and weeks after the pregep. 
tation. 

“Radio comedians are Tare 
abroad, with no outstanding stars 
to compare with Amos ’p’ Andy 
Ed Wynn, or others who hay 
built their success in this country 
almost exclusively by radio, 

“Five Star Final, the March oj 
Time, and other news broadcasts 
are unknown abroad as_ yet— 
reporters reading news flashes 
strongly tinged with government 
propaganda can be heard occasion. 
ally, but even these programs ar 
irregular in their appearance anA 
delivered with a decided lack of 
showmanship. 

“American radio fans have much 
to be thankful for, and I believe 
the real reason for our progres 
here as compared with Europe, js 
that we have permitted the adver. 
tiser to share the burden of build. 
ing programs, and have kept prop. 
aganda off the air.” 








MerchandisingCampaign 
To Support Kate Smith 


CBS Series for A & P 


SUPPLEMENTING the largest 
radio campaign Great Atlantic & 
Pacific Tea Co., New York, has 
undertaken for ‘its three coffee 
brands, Red Circle, Eight O’Clock 
and Bokar, a large merchandising 
campaign was to be launched in 
mid-September to promote the 
Kate Smith Band Wagon which 
begins on 45 CBS stations Sept. 
17, Thursdays, 8-9 p. m. from the 
CBS 45th St. Playhouse, New York. 

The title for the new program 
was selected in a “Suggest a 
Name” contest among the 90,000 
A & P employes. Entries were re- 
ceived from 35,000 and six sub- 
mitted the winning title, all re- 
ceiving duplicate prizes of $100. 

Using the title as the back- 
ground for its merchandising, the 
A & P agency, Paris & Peart Inc. 
New York, is distributing three 
medium-size counter cards and a 
large window poster which is 4 
replica of the counter cards to 
16,000 A & P food stores from 
Bangor, Me. to Omaha, Neb. A 
new A & P house organ is planned. 
tentatively titled A & P Band 
Wagon, to be distributed monthly 
to all A & P employes. It wil 
promote the new radio series ¢x- 
clusively. The first issue will be 
12-page tabloid with subsequent 1s- 
sues running 8 pages. 

The radio audience will be told 
of the new series by large spot- 
light advertisements, similar to the 
window posters, in over 200 news- 
papers on Sept. 17. In all A &P 
advertising after this date a small 
box will tell listeners to tune in on 
the program. During the week of 
Sept. 14 the A & P Menu Shett, 
an eight-page rotogravure 9 x 12 
inch weekly newspaper with a ¢l- 
culation of 2,000,000, has @ full 
page devoted to this program. 
The program itself will be a v@ 
riety show featuring Kate Smith, 
a master of ceremonies, orchestra 
and guest stars. 
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To September 1, WLS received 1,071,869 letters, a 25% increase over the cor- 


responding period of 1935. 27% came from Chicago listeners — proof of WLS 
popularity in the Metropolitan Chicago area 
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ill be told Paid admissions to the WLS National Barn Dance passed the half-million mark. 
e — : . . . 
arge spot Visitors came from 48 states, several Canadian provinces and foreign countries. 
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| be 8 50,000 Watts — Clear Channel 
, orchestra Cc H Cc A CG re) Ss Burridge D. Butler, President--Glenn Snyder, Manager 


John Blair and Company, National Sales Representatives 


WLS entertainers appearing on road show units broke all existing attendance 
records at fairs where they opened. Many fair managers have contracted for 1937, 





“WLS packs them in.” Again this was proved when almost 9,000 paid from 25c 
to $1.00 to see the five-hour broadcast of the WLS National Barn Dance at the 
Illinois State Fair. 





Advertising revenue was 37% higher than last year. Nineteen advertisers placed 
orders. Seven were renewals of present contracts and ten had used WLS before, 
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British Television 
Is Shown to Public 
At London Exhibit 


BBC Is Studying Reaction: to 
Baird and EMI Reception 


TELEVISION is under way in 
England. First public showings of 
the twofold system of transmis- 
sion and reception ordered into 
experimental operation by the 
British Television Advisory Com- 
mittee following visits early in 
1935 to foreign television labora- 
tories, including those of the 
United States, began with the 
opening late in August of Lon- 
don’s annual radio exhibition at 
Olympia, with demonstrations 
twice daily from 12 noon to 1:30 
p. m. and from 4:30 to 6 p. m. and 
with the Electric & Musical In- 
dustries Ltd. (EMI-Marconi) and 
Baird Television Ltd. alternating 
in demonstrating their respective 
systems. 

The British authorities have 
taken pains to make clear that 
these showings, reproductions of 
the images broadcast from the 
220-foot aerials atop Alexandra 
Palace, which itself is located on a 
hill 306 feet above sea level, are 
of an experimental nature. Public 
reaction is being studied closely 
with a view to determining whether 
the London public is sufficiently 
intrigued to be willing to buy tel- 
evision receiving sets. 


Receivers on Display 


THE TELEVISION broadcasts are 
under the auspices of the British 
Broadcasting Corp., which has en- 
gaged a special television staff and 
has set aside studios for the ex- 
periments. According to Wireless 
World of London, visitors to the 
Olympia exhibit are being showna 
selection of modern television re- 
ceivers but these are not yet being 
offered for sale. The date when 
such sets go on the market, this 
periodical states, will depend upon 
how soon the BBC feels satisfied 
it can offer service on a regular 
rather than an experimental basis. 

The two types of receivers, EMI 
and Baird, are being shown in 
public displays but the images are 
being picked up as broadcast via 
radio from Alexandra Palace. 
Roughly, the EMI system corre- 
sponds to that being tested by 
RCA as described in the Dec. 15 
1935, issue of BROADCASTING. An 
eye-witness description in London 
of a laboratory demonstration of 
the Baird system was published 
in the June 15. 1935, issue of 
BROADCASTING. The EMI - Marconi 
interests have a patent and idea 
exchange arrangement with RCA 
here and Baird has a tieup with 
Farnsworth Television Ltd., of 
Philadelphia. 

British periodicals are devoting 
considerable attention to television. 
now that it has been publicly in- 
troduced, but experts there appar- 
ently have no illusions about its 
immediate effect upon broadcast- 
ing and upon radio set sales. Com- 
ments Wireless World: 

“It is certain that a very large 
proportion of the public will be 
amazed at the progress which tel- 
evision has made and at the suc- 
cess which has attended the very 


strenuous efforts of all concerned.” 


It is equally certain that there will 
be a big section of the public who 
will register disappointment be- 
cause they have been overoptimis- 
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From Wireless World of L:ndon 


BRITISH TELEVISION—Here is 
a drawing of Alexandra Palace in 
North London, from which both 
the EMI-Marconi and Baird tele- 
vision transmissions on 41,500 kc. 
are being broadcast. The upper 
aerial array is for television, the 
lower for sound. Beginning with 
London’s Olympia radio show in 
latter August, twice daily demon- 
strations of television were exhibit- 
ed experimentally to the London 
public attending the show for a 
total of three hours daily—half the 
time being devoted to EMI and 
half to Baird. 





tic or have been led away to think 
that the accomplishment was even 
greater than it is by over-enthusi- 
astic reports which have so fre- 
quently found their way into print. 

“The demonstrations at Olympia 
will serve the very useful purpos- 
of indicating to the public just 
where television stands and what 
is to be expected of it, and we be- 
lieve that whilst there will be no 
overwhelming demand for televi- 
sion receivers at the outset, there 
will be steady buying by those 
who can afford an expensive in- 
strument, ‘and as these receivers 








WDRC Experiments 


WDRC, Hartford, has formed 
an experimental department 
to take entirely new pro- 
gram ideas and present them 
on an_ experimental basis. 
Listeners will be asked to as- 
sist in deciding whether pro- 
grams should be continued 
on a regular schedule. The 
programs will be presented 
a certain number of times 
and every effort will be bent 
to make the response from 
listeners as ‘comprehensive 
as possible. 











get into the hands of the public 

they will provide propaganda to 

encourage others to participate in 

the enjoyment of the new service. 
* * * 


IN BROADCASTING comments on 
the opening of the Radiolympia 
television exhibit of the BBC, Sir 
Noel Ashbridge, BBC chief engi- 
neer, asserted: “We at. the BBC 
are going to do everything in our 
power to ensure that television 
broadcasting in this country shall 
be second to none. We believe that 
all who see at Olympia what has 
already been done will feel en- 
thusiastic about the future. 

“As I see it, this is an adven- 
ture upon which the BBC and the 
public are entering together, for 
this reason we should be frank. 
Television progress is no further 
advanced anywhere in the world 
than it is in this country. You 
can, with a television receiving set, 
hear people talk and watch their 
movements. You can also. see 
films. Everyone, scientist and lay- 
man, must accept this as remark- 
able. Only time can show where 
it will lead.” 

L. Marsland Gander, in the Lon- 
don Daily Telegraph, described his 
impressions upon being televised 
as “doubling the terrors of sound 
studio.” Extreme caution marked 
most of the comments on what 
was shown, but the London Post 
stated: “To those who have 
watched the progress of experi- 
mental television, the main im- 
pression is one of solidity and 
permanence.” 





Kuropean Television Still Experimental; 


BACK from a 
trip to Europe to 
inspect television 
developments in 
England, Ger- 
many and France, 
O. B. Hanson, 
NBC chief engi- 
neer, asserted in 
a statement to 

_ BROADCASTING 
Mr. Hanson Sept. 9 that, on 
the basis of his observations, “it 
is clear that RCA is well out in 
front in the technical development 
of television.” Europe still has not 
answered the problem of stand- 
ards, he stated, and its television 
generally may be said to be still 
in the development stage. 

Mr. Hanson was accompanied on 
his trip by T. A. Smith. head of 
the New York office of RCA Mfg. 
Co., RCA Victor Division, in charge 
of transmitter and equipment sales. 
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RCA Ahead in Visual Art, Says Hanson 


Mr. Hanson has supervision over 
the NBC television test studio in 
Radio City, set up to relay pro- 
grams to the RCA’s test transmit- 
ter atop the Empire State Bldg., 
and is one of the_ technicians 
equipped with RCA’s model tele- 
vision receivers to pick up the 
Empire State experimental trans- 
missions on the ultra-shortwaves. 


What England Has 


“TELEVISION in Europe,” said 
Mr. Hanson, “‘is still in the devel- 
opment stage, no definite standards 
having been established as yet. In 
England the BBC is faced with the 
operation of two systems—one the 
EMI system of 405 lines 25 frames 
developed from RCA patents and 
differing from our present stand- 
ard of 343 lines 30 frames because 
of difference in the frequency of 
power supply, which is 50 cycles 
in England and 60 in the United 
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States. The resulting pictur, 
should have approximately the 
same resolution as RCA’s, 

“The other is the Baird system 
with 245 lines 25 frames. Reggiy. 
ers which are shortly to be ayaj). 
able to the British public must be 
capable of operating both system; 
The cost of the receivers wil] }, 
around $500. The two plants Will 
operate on alternate days. 

“In Berlin they are transmitting 
programs afternoons and evenings 
using a 180-line system. Their 
high - definition system is stil] in 
laboratory. Both British and Gey. 
man systems use the medium of 
motion pictures in the studio an4 
the rapid development of film for 
scanning purposes introduces a de. 
lay of approximately 90 seconds 
between action in the studio and 
time of transmission. This is ¢op. 
sidered cumbersome and will be 
replaced later by a device similar 
to the RCA Inconoscope camera, 
which permits direct pickup from 
studio or of outdoor scenes. 

“France also is carrying out ex- 
perimental broadcasts with a 180. 
line system. 

“From these observations, it js 
clear that RCA is well out in front 
in the technical development of tel- 
evision. The development of a tele- 
vision system for a country such 
as England, is not too difficult be- 
cause of the small area as com- 
pared to the vast problem facing 
our country because of the great 
territory to be covered. This and 
the economic support of television 
are serious problems yet to be 
solved.” 


Novel Visual Experiment 


Is Conducted by Don Lee 


AT A DEMONSTRATION con- 
ducted by its television division, 
Don Lee Broadcasting System re- 
cently broadcast the sound phase 
of a newsreel on KHJ, the visual 
portion on W6XAO_ simultane- 
ously, and the united sight-and- 
sound picked up at a residence 3% 
miles from both transmitters. The 
experiment was given as a feature 
of a joint meeting of the Los An- 
geles section of Institute of Radio 
Engineers and American Institute 
of Radio Engineers. ; 
The receiver location was behind 
two hills, as viewed from the trans- 
mitter, said Harry R. Lubcke, Don 
Lee television director. “This is 
an ‘unfavorable’ television loca- 
tion,” he explained, “because of 
the straightline propagation char- 
acteristic of ultra-short television 
waves, and is equivalent to a more 
accessible location at two or three 
times the distance.” At the meet- 
ing Wilbur E. Thorp, assistant to 
Mr. Lubcke, discussed ‘Television 
Transmitter Operation” and F. 
Alton Everest, engineer, spoke on 
“Television Receiver Operation. | 
A new series of weekly televi- 
sion sound broadcasts from KHJ, 
synchronized with the Don Lee 
ultra - shortwave television. broad- 
casts from W6XAO, was inaugu- 
rated Sept. 9 by Mr. Lubcke. The 
sound can be received on any Ta- 
dio capable of tuning in KHJ but 
the images need a television Te 
ceiver, specifications for the build- 
ing of which the Don Lee offices 
furnish all inquirers. The time 
fixed for the feature is Wednes- 
days, 7:30-7:45 p. m. (PST). 





EDMUND BARTLETT, 63, head 
of the New York advertising 
agency bearing his name, died in 
New York, Sept. 5. 
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unless you are directing your advertising 
to the millions of foreign-speaking per- 
sons in Chicagoland you are probably 
missing out on TWO of every THREE 
possible customers! 


Yes, that is a staggering statement—but 
it’s true. Think of it — in Chicago 
650,000 Polish-Americans, 500,000 of 
German birth or parentage, 400,000 
Italian - Americans — and many more! 
Any one group is bigger by far than 
most entire cities you’re worrying about. 


programs of Americanization — pro- 
grams that have won the full confidence 
of these MILLIONS. 


We usually have a waiting list of adver- 
tisers for these programs — there are a 
few openings today! 


A letter from you will bring in reply 
some very interesting news. 


Zea yan 


WGES-WCBD -WSBC 


“SERVING CHICAGOLAND’S FOREIGN MILLIONS” 
4000 WASHINGTON BLVD. 
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King Features Artists 
Introduced to Sponsors 
During Series on WOR 


A SERIES of novel sustaining 
programs intended to introduce 
available King Features Syndicate 
personalities to prospective buyers 
was launched over WOR, Newark, 
Sept. 11. Titled Show Window, the 
first program is being heard for 
30 minutes once weekly. The first 
broadcast included such artists and 
writers as Mark Hellinger, short 
story author; Louis Sobol, column- 
ist; James Kilgallen and_ his 
daughter Dorothy. Harry Hersh- 
field, cartoonist, will feature the 
second weekly program. 

The programs are designed to 
give potential sponsors an oppor- 
tunity to hear available artists of 
the Hearst newspaper syndicate, 
during an actual broadcast and 
also serve as public auditions. 
While three or four KFS person- 
alities will be presented during 
each program, each personality 
will be offered for sale individually 
to highlight a sponsor’s program. 

In addition to Show Window, 
KFS features now on the air in- 
clude Popeye, sponsored by Wheat- 
ena Corp., three days weekly on 
CBS; Tw Tyler, sustaining dra- 
matization three days weekly on 
WINS and the New York State 
Network; Fashion Tips by Prun- 
ella Wood, sponsored by Plat-Num 
(cosmetics) twice weekly on WOR. 
KFS radio activities are under the 
supervision of Fred Smith, a pio- 
neer commercial broadcaster who 
heads King Features’ radio de- 
partment and who was the origi- 
= supervisor of the March of 

ime. 





TELEVISING THE OLYMPICS 


Faulty Engineering Mars Broadcasts; Equipment 





OLYMPIC TELEVISION—Here is the new German television camera in 


Based on American Developments 





operation at the Olympics. It is based on the Zworykin iconoscope de- 


veloped by RCA. 


Inset shows the new flat-bottom cathode ray tube, 


said to eliminate the usual distortion in convex tubes. 


OF ALL the televised broadcasts 
of the Olympic Games at Berlin, 
only a water polo game was satis- 
factorily handled, the other pro- 
grams being inferior, only to an 
observer writing in the Wireless 
World of London. Definition of 
only 180 lines was used, with 25 
frames a second, as compared with 


the much higher definition used ex- 
perimentally in this country. 
Both cathode-ray and intermedi- 
ate film systems were used. First 
broadcasts gave studio onlookers 
only suggestion of shadowy and 
distorted forms, overcast skies ag- 
gravating difficulty as well as 
faulty engineering at sending and 








receiving ends. Intermediate fily 
projection provided improved pro. 
grams after the games had 
under way several days, but pig. 
tures were contrasty and distorte 
Three types of cameras are usa 
in Germany, the Post Office and 
Telefunken equipment being base 
on the iconoscope developed by Dy 
Zworykin of RCA, and the Fernseh 
A. G.’s camera, using secondary 
emission amplification, which },. 
longs to the Farnsworth typ 
Rapid development of films jm. 
pairs the sound tracks, the Wir. 
less World observer stated. 

The Post Office provided 25 view. 
ing rooms for spectators, and two 
theaters, with transmission from 
the Witzlebeden television trang. 
mitter. Audiences were disap. 
pointed with results. 





Loose-Wiles Goes Net 


LOOSE-WILES BISCUIT Co., Long 
Island City, N. Y. (biscuits) yil] 
make its bow as a network adver. 
tiser Oct. 3 when it brings Snow 
Village Sketches back to the air 
over 27 NBC-Red network stations, 
Saturdays, 9-9:30 p. m. The com. 
pany has used spot radio in the 
past and currently is sponsoring 
announcements in New England 
states. Whether this spot sched. 
ule will be curtailed after the net- 
work program makes its debut is 
still unsettled. Snow Village 
Sketches, written by Henry Car!- 
ton and William Manley, was pre- 
viously sponsored on a limited 
CBS network by Socony-Vacuum 
Oil Co. under the title Soconyland 
Sketches. The new series will be 
heard as far west as Salt Lake 
City. Newell-Emmett Co. Ine, 
New York, placed the account. 











Here is Our Story 
Ina Nuts 


Outstanding Popularity Makes 
KFYR the medium to put 
across your selling message 

in the rich Northwest. 


* 


KFYR is the only 
station that can 
guarantee coverage 
in this responsive market 


MEYER BROADCASTING COMPANY 


KEYR 


SMAR C K * 


NOR TH 


DAKOTA 















| 4. Right at the TOP 
+ of the dial—550 ke. 


C and local 
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“UP TOP” 


The vast facilities and program prestige of NBC, 
the world’s largest broadcasting organization, are 
behind these stations—the tops in their locality. 


These local N BC stations are picked with great care, 
to do a 100% selling job in their particular sections. 
They have the benefit of the vast experience and 
technical perfection of the world’s largest broadcast- 
ing organization—Plus— 


the all-star NBC programs, proved audience builders 
for spot and local advertisers. Covering nine rich mar- 
kets, these picked stations are “UP TOP” in their 
own fields, with splendid records for sales-by-air. 


These are the stations...‘‘UP TOP”’ 





NEW YORK PITTSBURGH AND THE 
WEAF .. . 50,000 watts TRI-STATE MARKET 
WJZ . . . . 50,000 watts KDKA .. . 50,000 watts 
THE GREAT NORTHEAST CHICAGO 
Wer.... 50,000 watts WMAQ... 50,000 watts 
NEW ENGLAND WENR .. . 50,000 watts 
WBZ-WBZA 51,000 watts DENVER AND THE 
WTAM . . . 50,000 watts KOA... . 50,000 watts 
DISTRICT OF COLUMBIA SAN FRANCISCO 
WRC... 1000-500 watts KGO .... 7,500 watts 
WMAL. . 500-250 watts KPO ... . 50,000 watts 
PHILADELPHIA 
KYW... 10,000 watts 


Completely Programmed by NBC 





NBC’S TENTH YEAR OF SERVICE TO RADIO LISTENERS 


For full information about one or all of these stations, con- 
tact the one nearest you. Each station represents every other 
station, and the sales offices of NBC represent them all. 
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Free & Peters Inc. 
New Name of Rep 


Change Avoids Confusion Since 
Sleininger Inc. Formation 


FREE & SLEININGER Inc., ex- 
clusive station representatives, will 
become Free & Peters Inc. effec- 
tive Nov. 1, according to a formal 
announcement by James L. Free, 
president, on Sept. 2. H. Preston 
Peters has been a member of the 
firm for several years and is vice 
president in charge of the New 
York office of both Free & Slein- 
inger and its sister organization, 
Free, Johns & Field Inc. He is a 
director and secretary of both 
companies. 

The change in name was indi- 
cated two months ago, when Mr. 
Peters became a substantial part- 
ner in the firm (BROADCASTING 
Aug. 1). C. L. Sleininger, one of 
the founders of the organization 
in 1932, has formed his own sta- 
tion representation organization, 
Sleininger Inc., and is no longer 
identified with the direction or 
management of either Free 
Sleininger or Free, Johns & Field. 
He still owns stock in both com- 
panies, however. 

Mr. Free emphasized that the 
change involved is one simply in 
name only. The change was de- 
cided upon, he said, because of the 
changed status in management and 
also to avoid confusion with Mr. 
Sleininger’s enterprise. Directors 
of the Free companies are Mr. 
Free, his wife, Julia S. Free, and 
Mr. Peters, along with Mr. Slein- 
inger. Mr. Free said there would 
be no other changes in the organ- 
ization. 





SPANISH FIGHTING 


Intimate Accounts of Actual 


Warfare Broadcast 


RADIO’S own “war correspond- 
ents” will shortly give Americans 
the real lowdown on the Spanish 
fighting without the hindrance of 
foreign censorship, with the _ re- 
turn of Floyd Gibbons from Ma- 
drid late in September to start his 
Saturday night broadcasts with 
Vincent Lopez on CBS for Nash 
Motor Co., Kenosha, Wis., booked 
through J. Walter Thompson Co. 

In the meantime, CBS has en- 
joyed exceptional success in bring- 
ing through H. V. Kaltenborn via 
land-line and shortwave from Hen- 
daye, France, just across the Span- 
ish border where early in Septem- 
ber, stationed on the roof of the 
local hotel, he not only reporte4 
the course of the bitter battle of 
Fuenterrabia but the sound of the 
gunfire —the first time in radio 
history, CBS claims, that sounds 
of actual warfare have been 
brought to American radio listen- 
ers. Kaltenborn was to be back 
in New York Sept. 13 to resume 
his Kaltenborn Edits the News 
series on CBS daily, 10:45-11 a.m. 

Kaltenborn had been on the 
Spanish job almost from the start 
of the hostilities, and has had ex- 
ceptional results in bringing 
through uncensored reports. Gib- 
bons twice in latter August broad- 
cast via EAQ, Madrid shortwave 
station, to NBC-Blue during its 
RCA Magic Key programs, but his 
accounts were obviously guardedly 
worded due to the government 
censorship. 





BATTLEFRONT—H. V. Kalten- 
born, CBS commentator, wears a 
helmet as he interviews an Eng- 
lish - speaking rebel officer in the 
Spanish rebellion. 





Wm. W. Lee Regional 


WM. W. LEE & Co., Troy, N. Y. 
(Save-The-Baby cold remedy) on 
Oct. 12 will start a 26-week series 
on WGY, Schenectady, WBZ- 
WBZA, Boston-Springfield, and a 
list of rural stations in Northern 
New York and Vermont. The pro- 
gram will be keyed from WGY, 
reaching other stations by special 
hookup. Bradley Kincaid and 
guest artists will be the talent, 
broadcasting daily except Sunday, 
8:15-8:30 a. m. Leighton & Nelson, 
Schenectady, is the agency. 





Sheaffer Pen Spots 


W. A. SHEAFFER Pen Co., Fort 
Madison, Ia., through Baggaley, 
Horton & Hoyt, Chicago, (succes- 
sors to Sellers Service Inc) has 
started a spot series running from 
Aug. 24 until Christmas, using one 
to five-minute announcements. The 
list of stations has not been dis- 
closed but it is a large one. 


Sherwin-Williams Series 


Placed on 69 Stations 


SHERWIN-WILLIAMS (Co 
Cleveland (Enameloid & Semi: 
Lustre paint) during the week of 
Sept. 7 started 100-word live an. 
nouncements and three to five-min. 
utes on participation programs on 
69 stations. The campaign on the 
Pacific Coast and in South Atlan. 
tic states started a week later 
The time is sponsored by local dis. 
tributors in some instances, jn 
others the paint company being 
sponsor. Most of the announce. 
ments are broadcast during the 
daytime. 

The schedule calls for 52 ap. 
nouncements within a period of 
ten weeks for the majority on the 
station list, with the larger sta- 
tion participation programs on the 
air three to five times a week, 
Stations are: WOR, KABC, KTBS 
KLRA, KMOX, WMC, WMBD, 
WDAY, WNAC, WMAS, WTIC, 


] 


WBNS, WADC, WKBN, WCKY, 
WCAU, WFBR, WJSV, WPTF, 
WRVA, WBT, WIS, WJAX, 
WQAM, WFLA, WDBO, WGST. 
WLAC, WBRC, WWL, KLUF, 
WFAA, WKY, KVOO, Wow, 
KMBC, KFH, KSL, WCCO, 
WEBC, WISN, WLS, WIRE 
KTRH, WAVE, KOA, KOB 


KTAR, KFRC, KNX, KERN, 
KGB, KGDN, KIEM, KMJ, KGW, 
KOL, KPQ, KMO, KIT, KGY. T. 
J. Maloney Inc., New York, placed 
the account. 





A NEW all-time record for visi- 
tors to NBC was established over 
the Labor Day weekend when 
17,491 persons made the guided 
tour of Radio City. 





What is YOUR 
Advertising Prublem 7 


Whatever it is KWK can solve it for you. That may 
sound like a very broad statement, but we are fully 
prepared to back it up. We know we can show you 
increased sales because we are doing it every day for 
other advertisers. Why not make us prove it? 
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And now, with our new 5,000 watt High Fidelity 
Western Electric transmitter, we expect to show even 
Get in touch with us or our repre- 
sentative and we will be very glad to show you 


PATRICK INC. 


better results. 


definite figures. 


THOMAS 
HOTEL CHASE 


Representative 
PAUL H. RAYMER CO. 
CHICAGO 


NEW YORK 
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ST. LOUIS, MO. 


SAN FRANCISCO 
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STOP PRESS! 








WOR Presents Six of Its Most Recent Exclusive Features... 
Typical Examples of the Up-to-the-Minute Coverage of the 


Greatest Station in the World’s Greatest Market 


THE BELMONT FUTURITY 
Belmont Park, Oct. 3 


The meeting between Discovery and 
Granville for famed Jockey Club Gold 
Cup, with horse-wise Bryan Field 
“calling” them. Sept. 19 to Oct. 3... 
then on to Jamaica! 


YALE FOOTBALL GAMES 
Sponsor: Atlantic Refining Co. 


Yale’s six home games sponsored for 


the first time and exclusively over 
WOR. 


VINCENT RICHARDS—Tennis 

The former Davis Cup star and rank- 
ing singles champion heard exclusive- 
ly over WOR. Will comment on Na- 
tional Open at Forest Hills. (Richards 
the WOR exclusive at Forest Hills... 
not the match! ) 
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RICHMAN-MERRILL FLIGHT 
Floyd Bennett Field, Sept. 2 


A crooner, a crack flyer and 10,000 
ping-pong balls thrill the nation. 
WOR covers this event exclusively 
with a spot broadcast. 


CANZONERI vs. AMBERS 
Madison Square Garden, Sept. 3 


A new lightweight champion is 
crowned and WOR is in both corners 
exclusively with a round-by-round 
broadcast. 


NATIONAL OPEN POLO FINALS 
Meadowbrook, L. I., Sept. 5 


Polo champions on the field and 
WOR’s champion sports broadcaster, 
Bryan Field, at the mike. The decid- 
ing game before the Americans meet 
the Argentines. 


It is little wonder that an increasingly greater number of advertisers 
are using WOR. They’re repaid generously by the response received 


from the most alert audience in the wealthiest market on earth. 





WOR 
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Joe Alex Morris 





at & PSS 


Tonite Pe 





wan FIRING LINE 


y citizens want their news of the Presi- 


dential campaign year delivered accurately. Accu- 
racy is a tradition United Press political writers never 
forget. Through their factual reports 1936 political 
personalities, promises and platforms speak for 
themselves. 

Alert application of that kind of fact-reporting en- 
abled Lyle C. Wilson, head of the United Press Wash- 
ington bureau, to be the first newsman to sense the 
significance of Governor Landon’s phrase “The 
American Way.” 

In an exclusive interview, more than a month 
before his acceptance speech, the Governor told 
Wilson what he meant by “The American Way.” 
an expression that has ridden the front page head- 
lines ever since with as much prominence as “The 
New Deal”. 

U. P. political reporting not only seeks out the 
facts, but presents them with force and clarity. 

Dominant stations depend on United Press for 
campaign coverage by such widely known politi- 
cal reporters as Lyle C. Wilson, Joe Alex Morris, 
head of the Senate staff; Frederick A. Storm, White 
House correspondent; Edward W. Lewis, head of 
the House staff: Harry Ferguson, political feature 
writer. They, and a score of others, are on the firing 
line for the United Press—setting the news pace in 


1936 Presidential campaign coverage. 


R S S For dominant coverage 
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Johnny Boyer, master - of - ceremonies 
with the Victor Amateurs, is one of 
the personalities who have helped build 
consistently large listening audiences 


This month the Victor for BBC local commercial programs. 


Amateurs will have been a 


radio feature for more than eighty 
consecutive weeks. The above photographic 


reproduction of Mr. Bowman’s letter is self-explanatory. 


a consecutive weeks is a record to be proud of in 

any division of the “show” business. During the more 
than eighty weeks the Victor Amateurs have been on the air, 
more than a thousand amateurs have appeared before stage 
and studio audiences. Yet, the record which this program 
has set is not an unusual one at BBC. 


Bowman & Block, Inc., advertising agency for Victor & 
Company, have found BBC equally effective for many of 
their other radio accounts. 


. . » The Ends of the Dial... 


Behind the success story of individual program services 
is the story of an organization that has been built with net- 
work standards of showmanship for local production. In the 
past the networks have drafted many members of the BBC 
staff. They will continue to do so in the future. 


The network stars of tomorrow are at BBC today waiting 
to serve you with program ideas and production that bring 











Owned and Operated by Buffalo Broadcasting Corporation 
Represented by Free and Sleininger, Inc. 


WKBW 
a 
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Quality Mattress 
Adopts Broadcasts 


For New Product 


Success on WHAM Is Basis for 
nded Autumn Drive 
By JOHN P. STREET Jr. 


Account Executive 
Hart-Conway Co. Inc., Rochester 


UALITY MATTRESS Co., Ro- 
ester, is sponsoring a new pro- 
gram Sunday evenings at 9 o’clock, 
on WHAM, Rochester. The pro- 
gram, known as. the Quali-Rest 
Serenade, advertises the Quali- 
Rest Inner Spring Mattress, the 
“only mattress that can be taken 
apart and laundered as easily as 
your pillow-slips”. ; 
First introduced only eight 
months ago, the Quali-Rest Mat- 
tress is now carried by leading de- 
partment and furniture stores 
throughout Western and Central 
New York State. It is aimed to ap- 
peal to the public from the view- 
point of comfort, economy and 
sanitation, with special emphasis 
on the last-named quality. 


Results in a Hurry 


AROUND the outside ticking of 
the Quali-Rest is a Talon slide-fas- 
tener which zips apart the ticking 
which can be completely removed 
and put in the wash-tub. Being 
Sanforized, it will not shrink. Re- 
moval of the outer ticking leaves 
the felt inner pads ready to be 
hung on the line for airing. The 
Quali-Rest’s exclusive take-apart 
feature makes it possible to re- 
place any of its parts individually 
at any time. 

Except for advertisements in 
trade publications, the Quali-Rest 
Mattress had received no general 
advertising until the new radio 
program started Aug. 2. Results 
have already proved eminently sat- 
isfactory from the standpoint of 
increased sales. The present pro- 
gram is in the nature of a test. A 
more elaborate radio campaign is 
being contemplated for the fall. 

Credit for conceiving the radio 
program is shared by Justin F. 
Williams, vice president of the 
Quality Mattress Co., and E. P. 
Kamer, a salesman for the com- 
pany. The program is planned and 
arranged by the Hart-Conway Co. 
Inc., Rochester. 

The Quali-Rest Serenade is a 
musical quarter-hour, music being 
provided by a studio ensemble of 
strings with piano. The type of 
musical selection holds to a course 
midway between the “heavy” and 
the “light”, -sweet, melodious 
numbers, both old and new, with a 
general appeal and a tendency to- 
ward a mood of relaxation. 

Opening with Brahms’ “Lulla- 
by”, there follows a straight com- 
mercial announcement. Thereafter 
the musical program continues 
without interruption but for a very 
brief commercial skit at the half- 
way point. There are no title an- 
nouncements to break the smooth- 
ness of the program. At the close 
the “Lullaby” is again played as 
background for a short commercial 
announcement. Finally the music 
dies away, the ticking of a clock 
is heard, then, as chimes strike the 
quarter hour, the announcer says: 
Good night! Rest well with— 
Quali-Rest”. The sponsor is offer- 
Ing cash prizes to any of its rep- 
Tesentatives who send in usable 
ideas for the commercial skit in 
the center of the program. 


BROADCASTING « Broadcast Advertising 








lOO Listener Acceptance 


Radio Homes* in Mc- 
Clatchyland depend al- 
most exclusively on the 
McClatchy Radio Stations 
for radio entertainment. 
The McClatchy stations 
are "home" stations, not 
mere network outlets. Ad- 
vertisers profit from. this 
100% listener acceptance 
in a rich market. 
















*208,000 Radio Homes (Jan. 1, 1936). 


KFBK KMJ 


Sacramento Fresno 
KWG KERN 
Stockton Bakersfield 


Only through these Mc- 
Clatchy Radio Stations 
can this great area be 
adequately covered. 


Representatives: 


WALTER BIDDICK CO. 


568 Chamber of Commerce Bldg. 
LOS ANGELES 


JOSEPH McGILLVRA 
485 Madison Ave., 
NEW YORK 


919 N. Michigan Ave., 
CHICAGO 


McClatchy Broadcasting Co. 


SACRAMENTO, CALIFORNIA 


1358 Russ Building 
SAN FRANCISCO 


1038 Exchange Bldg. 
SEATTLE 





McCLATCHY NEWSPAPERS: SACRAMENTO BEE - FRESNO BEE - MODESTO BEE 
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cure distribution in the South. 


vincing case histories gladly sent 
manufacturers. 


S If 


Nashville, Tennessee 














@ Not just a radio station, but a station of acknowl- 
edged National Leadership and Power, known audi- 
ence loyalty. Not just a Southern station, but a sta- 
tion by use of which advertisers have consistently 
gained a foothold, secured immediate distribution, in 
the nation’s fastest growing market. Not buried in 
the cotton or tobacco belt, but commanding the thresh- 
old of a section’s industry, agriculture and commerce 
. . . That is Radio Station WSM, a giant doorway 
through which product advertising must pass to se- 


Advertisers interested in rapid and frictionless entry 
into this important market will do well to investigate 
WSM possibilities. Additional information and con- 


to agencies and 


00.000 
WATTS 


National Representatives, EDWARD PETRY & CO., Inc. 


Owned and operated by 
THE NATIONAL LIFE & ACCIDENT INSURANCE CO., INC. 
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ALTHOUGH completely deaf and 
blind, Stephen D. Cartright has a 
perfect radio voice, with none of 
the flat quality which usually de- 
velops in a person deaf 11 years. 
Cartright, who calls himself “The 
Blind and Deaf Ambassador of the 
News”, has joined Central States 
Broadcasting System and is now 
giving two periods of news com- 
mentary. He speaks over KFAB, 
Lincoln, at noon each day and over 
KOIL, Omaha, at 10:15 p. m. 
He lost his voice as well as his 
sight and hearing 11 years ago, 
a result of an injury sustained in 
1919 when he was a member of 
the American Expeditionary Force 
in Siberia. “I was on duty in 
Khabarovsk, Siberia,” Cartright 
relates, “and during hand to hand 
fighting one night, one of the 
enemy brought a pistol down on 
the top of my head with terrific 
force. Although unconscious for 
some time as a result of the blow, 
I recovered in a few weeks with 
apparently no ill effects. 


Then He Was Stricken 


“ELEVEN YEARS ago I was 
bathing at Long Beach, Cal. Sud- 
denly, as I lighted a cigaret, I was 
stricken. I was taken to a Veter- 
an’s Hospital and for a time the 
doctors did not know which way 
the case would turn. They kept 
me under the influence of narcotics 
for two weeks.” 


As soon as he was able to under- 
stand, physicians in the hospital 
told Cartright that he had suffered 
a central cerebral lesion, a dan- 
gerous brain injury. To regain 
the lost senses, the commentator 
visited medical centers in every 
part of the world. Friends took 
him to the world-famous Dr. Otan- 
na in Japan but after a thorough 
examination, he told Cartright 
that nothing now known to medi- 
cal science could bring back his 
sight and hearing. 

According to Cartright, his 
greatest victory has been in his 
fight to regain the use of his voice. 
When he learned he would never 
see or hear again, he determined 
to concentrate on his voice. 

He spent months in New York 
City, taking voice lessons under 
the best teachers in the United 
States and literally “manufac- 
tured” a new voice for himself. 
To keep it in good condition and 
in normal tone, Cartright prac- 
tices every day, using a piano as 
a sounding board. He has become 
so expert in judging his voice by 
the feel of the vibrations that he 
knows exactly how far his voice 
carries and what tone he is using. 

Stephen D. Cartright “hears” 
through his fingers. Placing his 
forefinger on the lips of his ques- 
tioner and thumb and finger on 
each side of the throat, he is able 
to “hear” every word, and seldom 
needs to have any word repeated. 

In his daily news commentaries 
for KFAB and KOIL, he has a sec- 
retary “read” the papers to him 
all morning. Then, with his own 
wide experience and knowledge of 
world affairs, he organizes his ma- 
terial in his mind and speaks ex- 
temporaneously for the 15-minute 
broadcast period. 

At times he keeps one or two 
Braille notes before him. Another 
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DEAF AND BLIND COMMENTATOR 


KFAB-KOIL News Analyst Overcomes Handicaps and 
Now Gives Two Programs Every Day 





KEAB 


- Wy” 


BLIND AND DEAF—Yet Stephen 
D. Cartright, commentator, has a 
perfect radio voice and broadcasts 
twice daily on KF AB, Lincoln, and 
KOIL, Omaha. 


accessory at the broadcast table 
is his watch, with which he times 
his program. Before beginning, 
he removes the crystal of the 
watch, and feels the hands from 
time to time to tell how much 
time he has left. 

Cartright joined Central States 
Broadcasting System’s staff re- 
cently after spending 14 months 
in Japan. His stop there closed a 
lecture tour that took him into 
almost every country in Europe. 
His lectures, principally in Russia 
and Poland, were based on an in- 
terpretation of American political, 
social, and economic trends. 

He speaks Russian, Polish, and 
Spanish fluently. He also speaks 
French, but since his affliction, has 
been unable to understand French 
because the vocal chords vibrate 
too rapidly. While on an extended 
stay in the Philippine Islands, 
Cartright also learned two Ma- 
layan dialects. ? 

In the last few years, the blind 
and deaf ambassador of the news 
has interviewed many of the lead- 
ing statesmen of Europe, including 
Mussolini, Kurt Schussnig, Hitler 
and Ramsay MacDonald. 


Wilder Buys WOCL 


COL. HARRY C. WILDER, pres- 
ident of WSYR, Syracuse, has per- 
sonally purchased WOCL, 50-wat- 
ter in Jamestown, N. Y., operat- 
ing on 1210 ke., and if the trans- 
fer of license is approved plans 
immediately to ask for a power In- 
crease to 100 watts. The station 
was purchased for an undisclosed 
sum from A. E. Newton, its owner 
and operator. Col. Wilder also has 
pending before the FCC an appli- 
cation for a new 500-watt daytime 
station on 1240 ke. in Troy, N. Y. 
He is associated in this venture 
with Tom Rourke, president of the 
National City Bank of Troy; L. 
W. Houston, president of the Lud- 
low Valve Mfg. Co. and treasurer 
of Rennsaleer Polytechnic Insti- 
tute, and S. E. Aronowitz, Albany 
attorney—each holding 15% stock 
in the Troy Broadcasting Co., with 
Mr. Wilder holding 55%. 
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Warner Offer of Free Dises to Stations °. 12 tion picture preview 


perme pe nap sent to you in 

zs a = io advance o m release?” There 

To Exploit Movies Brings NAB Warning is a great deal more in the ques- 
tionnaire mailed to radio stations 

BRANDING a questionnaire sent Declaring there is a basis for last week by Martin Gosch, War- 

by Warner Bros., motion picture business relations between broad. ner Brothers radio director, but 

producers, to stations as “not un- casting and motion pictures, Mr. the meat of the proposition is con- 

_ io 2 “eal submitted Baléwm said film companies can tained in the above question. 

Oo stations by m_ companies, place orders for time and pay for ; : 

James W. Baldwin, NAB manag- it at the rates specified by otiena. Reaching Listeners 

ing director, on Sept. 10 advised Stations, he said, cannot discrimi- “THIS is not unlike other propo- 

members of his association to move nate between advertisers. The _ sitions submitted to members from 





cautiously before accepting “free statement follows in full: time to time by other film compan- 
offerings” of any character. “Do you wish to subscribe to ies. The film people are conscious 
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The CAROLINAS present 
a Combination Market........... here 
is the combination to open it. 


WIS) Ss WPTF 


> COLUMBIA, S.C, RALEIGH, N.C, 


A COMPETITIVE COMBINATION RATE 


You can get the greatest Carolina Coverage...of the largest 
“‘potential Purchaser Dollar” at the lowest cost by using 
the new Combination Rate now in effect on WIS-WPTF, the 


Carolinas’ dominant NBC Stations — Alike as Tro Peas in a Pod. 


REPRESENTATIVES 
FREE JOHNS -& FIELD, INC. 






SOUTH CAROLINA 







S State Capital locat 
Jasuira 


ORTH CAROLINA 
= B80 kilocycles 
3000 watts. 2 
NBC. network 
ate. Capital location 
‘ance Company av 











«< Adibe as Two Peas in a Poa 





WIS and WPTF. are not owned by the same company—but they serve well 
> the two Carolinas, considered one market—so we present them together. 
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000 receiving sets. By Means of 
song plugging (by special permic 
sion) and dramatizations, radic 
popularizes new songs and invites 
listeners to see their favorite per. 
formers. 

“If the Warner proposition does 
not seek, as others do, to obtain 
free time—free exploitation of 
their pictures—why does not Mr. 
Gosch place an order for time and 
pay for that time at the rate 
specified in the stations’ rate cards 
He has all the facilities for pbuilq. 


ing excellent commercial programs, }) 
He must know that talent costs | 
are in uddition to time costs. He} 
ought to know that radio station; } 


cannot discriminate between aj. 
vertisers. 

“There is even more at issue 
here. One fact that cannot be 
ignored is that while radio sta. 
tions are popularizing film music, 
stations are building a music rep. 
ertory that requires an expenditure 
of 5% of their receipts for ‘time 
on the air’, even though music is 
not used in certain programs. An- 
other is that after popularizing or- 
chestra leaders and other talent 
(often identified with motion pic- 
tures) radio is threatened with lit. 
igation if they do not cease broad- 
casting the recordings of such 
persons or pay heavy royalties for 
their use—and regardless of the 
fact that the musical selections in- 
volved are contained in the ASCAP 


- repertory. 


“ ‘Pree offerings’, regardless of 
their source, should receive search- 
ing inquiry before acceptance. It 
may be found that some of them 
contain the kind of food it takes 
to build a Frankenstein. A good 
example of this may be found in 
the recent offering by ‘Words and 
Music Inc.’, music publishers, of 
a record made by Jan Garber and 
his orchestra of two song hits. In 
the letter transmitting the record 
Mr. Piantadosi [George Pianta- 
dosi, general manager] said: ‘We 
would gréatly appreciate it if you 
would use this record at every op- 
portunity on your future pre- 
grams. Thanking you and with 
best wishes’. This offering was 
made late in July. In August Jan 
Garber permitted the use of his 
name in a_ suit brought by the 
American Society of Recording 
Artists against a member station 
(KFWB). In this suit Jan Gar- 
ber alleges in substance and 
among others that the use of his 
record (Victor Record No. 24567, 
Brunswick Record No. 6740) was 
unauthorized; that its use for 
broadcasting diminished his 
come, created unfair competition, 
etc., and demanded an accounting 
and damages for the ‘unlicensed 
and ‘unauthorized’ use of his ret 
ord. Will Jan Garber make the 
same claims concerning his sele- 
tions offered to stations by ‘Word: 
and Music Inc.’ in July? . 

“But back to motion pictures. 
There is a basis for business rel@- 
tions between radio broadcasting 
and motion pictures. It is found- 
ed on the NAB Code of Ethics 
Adherence to the principles in 
will eliminate discriminatory prac 
tices. That is in the public 
terest.” 
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Gives you the “ear census” of the Great North- 
east — undisputed domain of WGY. Without 
major competition, this powerful medium offers 
advertisers the only effective single sales entree 
to the prosperous customers in Eastern and 


Central New York and Western New England. 





WGY 50,000 WATTS 
NBC Red Network 
SCHENECTADY 


Completely programmed by NBC 
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WRIGLEY PLANNING 
TO REMAIN ON CBS 


TIME Inc., New York, publishing 
the magazine Time, will return 
the March of Time to the air this 
autumn for a new picture maga- 
zine it will start publishing with- 
in a few weeks. William Wrigley 
Jr. Co., Chicago, which took over 
the March of Time March 30 after 
it had been given up by Reming- 
ton Rand Inc., will cease sponsor- 
ship of the CBS news drama Sept. 
25. In all, the five-weekly quarter- 
hour series will have been on the 
air 60 weeks. Previously it had 
been a weekly half-hour program. 

pea a will remain on a CBS 
network but with a different type 
of program, not yet announced. 
Batten, Barton, Durstine & Osborn 
Inc., New York, has taken an 
active part in production of the 
March of Time from its inception 
and will continue in charge when 
the program is resumed by Time 
Inc. this autumn. At present the 
March of Time cast is on vacation. 





DON’T KID A KID 
Producer Decides Youngsters 
Are Hard to Fool 


THE LESSON learned by Himan 
Brown in directing the Ward Bak- 
ing Co. News of Youth on CBS 
three evenings a week is: “Don’t 
kid a kid.” 

“Children’s programs have the 
most critical audiences in the ra- 
dio business,” according to Brown, 
who has produced scores of ‘such 
broadcasts. “Sound effects are 
amazingly important, of course. I 
would even venture to say that 
youngsters would not listen to a 
dramatic program which did not 
include "4 ‘off mike’ back- 
grounds. But such effects must be 
lifelike down to the last decibel 
and must serve to advance the de- 
velopment of the plot. 

“Juveniles always expect a moral 
lesson in all programs written for 
them. I suppose that is due to 
their reading of fairy tales and 
children’s books. But happy end- 
ings can easily be overdone, and 


realism is to be preferred in the 
long run. For this reason the pet 
dog sometimes dies in News of 
Youth dramatizations and little 
Johnny does not recover from the 
operation unless the real-life inci- 
dent on which the sketch is based 
turned out that way. You have no 
idea how closely our audience 
checks the newspapers against our 
dramatizations. And all children’s 
programs are either ‘swell’ or 
punk’ to their listeners” Brown 
concludes. 

The News of Youth, which each 
day dramatizes two or three true 
news stories about children, avoids 
all subjects which might put mis- 
chievous ideas into the heads of its 
audience. As a result, the pro- 
gram, now going into the third 
quarter of its first year on the 
air, has evoked high praise from 
the Parent-Teacher’s Association 
and gathered about it an organiza- 
tion of more than a million loyal 
listeners. These followers have 
been organized into the “Scoop 
Ward Press Club”, named after 
“Scoop” Ward, 17-year-old com- 
mentator on the program. 














HOME TOWN STATION 


—to the 429,000 families in its primary area 
WOWO is the home town station—home town sta- 
tion because its programs year after year have been 
keyed to the needs and interests of the communities 
which comprise the immediate WOWO market. 


Each year the 429,000 families in the WOWO pri- 
mary area buy more than 295 million dollars* worth 
of merchandise. Through their home town station 
you can tell them your sales message most profitably, 
most resultfully. 


*Latest U. S. Census figure. 


wowod 





The HOOSIER STATION 


Westinghouse Radio Stations Inc. 


Ft. Wayne, Indiana 
10,000 Watts + 


CBS 


° 1160 KC. 


E. KATZ SPECIAL ADVERTISING AGENCY 
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Iraci Negotiating 
For WPEN,WRAX} |™ 


NEGOTIATIONS lookin 

the sale of WPEN and Whitt 
Philadelphia, to John Iraci, former 
owner of WOV, New York, are 
currently in progress, with indica, 
tions that he will take over the 
two time-sharing _ stations this 
month. Mr. Iraci on Sept, 3 oa. 
chased a 40% interest in the two 
stations from Paul F. Harron 
part owner of WHOM, Jersey City, 
and WFAB, New York, for ap. 
proximately $75,000. Clarence Tau- 
bel, 60% stock owner in the Wil- 
liam Penn Broadcasting Co., ig pe. 
gotiating with Mr. Iraci for sale 
of his 60% of the common stock 
and all of the preferred stock of 
~ — - 

usse eldman, New y 
broker, who held an option an x 
purchase of the Philadelphia stg. 
tions, disposed of that option to 
Mr. Iraci and is not involved jn 
the current negotiations, it is yn. 
derstood. Mr. Iraci several weeks 
ago sold WOV to Arde Bulova 
watch manufacturer and broad. 
caster, for $300,000, subject to 
FCC approval. The station figures 
in the complex plan of the Paulist 
Fathers, of New York, to procure 
a full time 5,000-watt assignment 
for — part time WLWL, New 
ork. 

Mr. Iraci already has been elect- 
ed vice-president and a member of 
the Board of William Penn and, 
upon acquisition of the balance of 
the stock, will take over manage- 
ment of the station. It was indi- 
cated that no staff or management 
changes are contemplated but it is 
probable that WPEN and WRAX, 
now operating separately, will be 
merged as a_ full-time station 
operating on the 920 ke. channel 
with 250 watts at night and 500 
watts day. 

It is likely also that the station 
will be a part of a seaboard net- 
work planned by Mr. Bulova to in- 
clude such stations as WNEW or 
WOV, for New York coverage; 
WELI, New Haven; WNBC, New 
Britain-Hartford, and WCOP, Bos- 
ton. WELI, WNBC and WCOP are 
new statinos and were financed by 
Mr. Bulova. 





Rochester’s New Local 


STUDIOS of the new WSAY, 100- 
watt daytime station on 1210 ke. 
in Rochester, N: Y., which will be- 
came a unit of the New York State 
network keyed from WINS, New 
York, are nearing completion in 
the downtown Taylor Bldg., and 
the station’s owner announces it 
will be on the air before Oct. 1. 
Gordon B. Brown, licensee, has 
held a C.P. for the new station 
about a year. Mr. Brown, onetime 
technician with WHEC and the 
Rochester police radio _ station. 
stated he will manage WSAY and 
be its chief engineer, with E. K. 
Johnson, formerly with WGAR, 
Cleveland, as commercial managet. 
Equipment of his own manufacture 
is being installed, said Mr. John- 
son, at a cost of $30,000, and he 
added he expects also to enter the 
field of manufacturing and selling 
similar 100-watt transmitters. 


CARROLL LEVIS, who is the 
British counterpart of Maj. Bowes, 
on Sept. 8 relayed to the NBC 
Blue network a sample of his 
London Amateur Hour from the 
BBC studios. 
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-BUFFALO’S A GOLD MINE! 


W: frankly predict that it won’t be long before many 
national advertisers who have been ignoring Buffalo will be put- 
ting on a Klondike rush to the Queen City of the Lakes when you 
discover all the extra dollars in circulation here because of re- 
markable business gains. 


| or steel mills today are operating full blast. The 
Bethlehem Steel Company has made almost $100,000,000 in im- 
provements at its Buffalo plant to handle the huge orders which 
are pouring in after so many lean years. Some 2,800 other local 
plants, large and small, representing a diversity of industry un- 
equalled by any other city, now have payrolls which in many in- 
stances exceed those of 1929. 


Meee YORK is the richest state in the Union, and the 
western part of the Empire state, with Buffalo as its metropolis, 
has a population of more than 2,000,000 people who want to hear 
about your cereals, cosmetics, tires, shoes, soups, canned goods, 
or anything else that you want to sell in volume in this mighty 
important market. 


‘Bee cannot afford to ignore such a fertile field. You reach 
it quickly, thoroughly and cheaply through Buffalo’s most up-to- 
date medium—a medium that has developed a large audience 
through its excellent Transradio Press coverage, its fine music 
and many other captivating features. 


WBNY 


Owned and Operated by Roy L. Albertson 
Studios — 485 Main Street BUFFALO Telephone Cleveland 3365 


National Representatives 


WESTON, FRYKMAN & ALLEN 


509 Madison Avenue, New York City 520 N. Michigan Avenue, Chicago 122 S. Benton Way, Los Angeles 
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HARRIET GREY 


One of the many notable stars whose talents make the World Pro- 


gram Service Library the greatest repertory of recorded radio music 
and entertainment in the world today. More music by Miss Grey 


will soon be on the way to World Program Service subscribers. 
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Up-to-the- Minute 


TRANSCRIPTION HEADQUARTERS 


@ New and up-to-the-minute enter- 
tainment, new life, is constantly 
being added to World Program 
Service. Fresh and interesting 
continuities, successful sales ideas 

and the world’s finest music—these 

go regularly to WBS subscribers. In addition 
to the songs of Harriet Grey, other important 
releases are on the way. An example of 
the moment is the series of Brahms and 
Beethoven, recently recorded by Leo Erdody 
and the World Symphony Orchestra. 


First and Most Complete 
TRANSCRIPTION LIBRARY 


The internationally famous World Program 
Service was the FIRST transcription library 
assembled for the exclusive object of radio 
broadcasting. It now serves over 150 radio 
stations—leading broadcasters in their cities. 
In July, 8 new subscribers—in August, 7—each 
serving an important market in the United 


States or Canada. 





7 


World Program Service sub- 
scribers are resultfully employing 
this most complete library of over 
1500 separate selections, both 
classic and popular (and the 48 
new selections recorded and 

issued each month) not only for sustaining 
programs which capture vast popular interest 
but, what is still more important, for sponsored 
programs among their local advertisers. 


Wide Range Vertical Recording 


All World Library recordings are made, at 
Transcription Headquarters, by the Western 
Electric method of Wide Range Vertical 
recording—all subscribers are equipped with 
the Western Electric system for “matched 
quality” reproduction. This insures both 
station and advertiser of the highest possible 
quality—superb balance, depth and beauty 
of tone, perfection of detail—transmission of 
voice and instruments exactly as they sound 
at the microphone. Nothing finer can be 
heard on the air! . . . For full particulars of 
subscriber service, write to Station Relations 
Manager, Transcription Headquarters, 711 
Fifth Avenue, New York City. 
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WORLD BROADCASTING SYSTEM 


ATLANTA @ CHICAGO @ LOS ANGELES @® NEWYORK @ SANFRANCISCO @ WASHINGTON 
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Slide Rule Economics 


SOME RATHER amazing conclusions can be 
drawn from the FCC’s allocation survey. 
Rural listeners themselves report that they 
are primarily dependent upon clear channels 
for good reception. The reason for this is ob- 
vious. Regional stations, or even locals, for 
economic reasons rarely can be found in cities 
of less than 25,000 population. And _ their 
power is so limited that they often cannot 
penetrate the deep rural areas, though there 
is no denying their frequently excellent cover- 
age of contiguous rural populations which 
usually are the densest. 

The survey shows conclusively that if the 
country as a whole is to be accorded radio 
reception, a certain number of high-power sta- 
tions must be accommodated on clear channels. 
The radio law is founded upon the premise of 
equality of reception, as nearly as possible, to 
all listeners. The farmer living many miles 
from a city is entitled to radio service on the 
same basis as the dweller in New York City. 

But it appears that the radio fraternity 
may have to revise its definition of clear- 
channel service. The technical studies of the 
FCC seem to show that one or even two sta- 
tions of 1,000 watts at night, using directional 
antennas, can operate on the same channel 
with a 50,000-watt station without destroying 
its secondary coverage. That is a startling 
finding that may bode much for future as- 
signments. 

Many other deductions will be made from 
the comprehensive four-phase allocation study 
of the FCC. They will be brought to light dur- 
ing the Oct. 5 hearings. At the same hearings 
organized station groups will come forward 
with their own plans of allocation, and the 
usual crop of interlopers will be on hand to 
try to crash the radio gate. 

The stakes are altogether too important to 
risk any half-baked conclusions. The rule of 
the slide-rule and of watts and kilocycles may 
show one thing, but common sense, public 
service and economics are even more impor- 
tant. Any conclusions reached should take all 
of these factors into account. 





Selling Soap and Politics 


SO THE SOVIETS are going to use broad- 
cast advertising over Russia’s state-operated 
radio stations to push the sales of products 
of the State Perfumery Trust, particularly 
soap! Well, sir, we’ve always believed in ad- 
vertising by radio and we’ve always felt that 
those European countries forbidding it are on 
the wrong tack. Now we find a dictatorship 
ready and willing, according to United Press 
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reports, to utilize the American method for 
the sake of trade. 

Meanwhile, as Donald Flamm of WMCA, 
New York, found on his recent tour of Europe, 
Britain lets millions of dollars of British spon- 
sors’ money slip through to foreign radio sta- 
tions because it bars radio advertising; though 
it is hard for us to understand how the nam- 
ing of transcription and record manufactur- 
ers, film and stage artists and productions, 
song hits from shows that are generously iden- 
tified, etc. is not construed as advertising. 
Meanwhile, Nazi Germany and Fascist Italy 
do not permit radio advertising—no advertis- 
ing other than the persistent propagandizing 
of their peculiar political ideologies, with 
nothing opposing them permitted on the air, 
of course. Meanwhile, too, the example of 
Europe makes Americans more satisfied every 
day that, the enlightening, entertaining, trade- 
stimulating, non-political, competitive Amer- 
ican system of broadcasting is still the best 
ever devised for a democracy. 





Check and Double Check 


INSTEAD of a gross business of $87,000,000 
last year, it now appears that the broadcast- 
ing industry probably reached $92,000,000 or 
more. This fact develops as an outgrowth of 
the difference between the U. S. Bureau of 
the Census and the NAB [BROADCASTING Aug. 
15 and Sept. 1]. 

The error evidently was on the side of the 
NAB and primarily in the amount of local 
business done by stations. The Census Bu- 
reau’s figures in the fields other than local, 
and those of the NAB’s business index, com- 
pare most favorably when certain factors are 
taken into account, since the government pur- 
sued the course of producing net computations 
whereas the trade association used gross. 

But in local business the NAB fell no less 
than $5,000,000 short. By the very nature of 
the business, complete local information is the 
most difficult to procure. The NAB projects 
its figures from samples rather than from 
reports for the industry as a whole, and pull- 
ing accurate samples on local business is like 
pulling eye teeth, we are told. Obviously, er- 
rors can creep in and correction factors must 
be taken into account. 

There can be no justifiable criticism of the 
NAB, we feel, because it leaned toward the 
side of conservatism in its computations. 
Usually industrial estimates are the other 
way—that is, toward inflated calculations. In- 
deed, we feel that NAB deserves commenda- 
tion for its pioneering work in establishing the 
business index, three years ago. 

The Census Bureau’s survey has performed 
the important function of serving as a check 


The RADIO 
BOOK SHELF 


COMBINING into one edition the various 
success and merchandising stories it has cay. 
ried in its monthly Broadcast Merchandising, 
the NBC sales promotion department, map. 
aged by E. P. H. James, is offering the 119. 
page book without cost to bona fide inquiries, 
The book is indexed by name of client, indus. 
trial classification and merchandising methods 
and the articles recount how various sponsors 
have used radio effectively. 





and balance on the NAB’s business index, |t 
throws light on how the NAB can make more 
accurate the complex and tedious work of de. 
vising its statistical review. The NAB no 
doubt will not hesitate to use a correction 
factor in compiling future figures, and might 
even modify the 1935 figure. 

Out of this difference of results it now looks 
as if the industry will do more than $100,000, 
000 for 19386. The NAB figures for the first 
six months show business of nearly $51,000, 
000. Reckon also that this total is low, be. 
cause of the base the NAB has used on local 
business, and one can readily see that the 
1936 total probably will pass $110,000,000. 





Anniversary Year 


AMERICAN radio’s rise virtually out of “thin 
air” to the stature of an industry which this 
year will turn over more than $100,000,000 in 
time sales alone, let alone the 5 billion dollars 
or more spent on receiving sets during the last 
15 years, merits a little reflection upon its 
meteoric growth and upon the men and inter- 
ests responsible for it. 

Sixteen years ago, on Nov. 2 KDKA began 
daily operation. Sixteen years ago last month, 
what is now WWJ went on the air. There 
seems to be some dispute as to which started 
first, but in any event they are undoubtedly 
the first commercial broadcasters in the world 
still on the air. 

Ten years ago the NBC was organized as 
the world’s first network, really signalizing 
the beginning of commercial broadcasting. 
Crammed into those 10 years the broadcasting 
industry as a whole as well as NBC in par- 
ticular have built a structure that future his- 
torians will record as unparalleled by any 
other industry. 

Consider, too, the men who made radio. 
Marconi and DeForest are still active. M. H. 
Aylesworth is still on the scene, though tem- 
porarily on the sidelines. William S. Paley, 
only 34, still heads the company he built up. 
David Sarnoff, RCA president and NBC chair- 
man, on Sept. 30 will observe his 30th anni- 
versary in radio; he was only 15 when he 
started as a messenger boy for American 
Marconi, was graduated into an operator and 
then rose spectacularly to the helm of the 
largest single entity in American radio. 

These are only a few of the leaders whose 
business brains and judgment nurtured this 
great development, directing radio’s phenome- 
nal rise in this country as a private, competi 
tive enterprise. Radio, it will be seen, is still 
a young man’s game—and with television and 
other magic yet to come, we have every confi- 
dence that this “older” generation of young 
men aided by the generations to come will 
carry on as aggressively and competently. 
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FREDERICK GEORGE IBBETT 


IT MAY have been the roving in- 
stinct inherited from a Kentish an- 
cestor who sailed the Atlantic un- 
der Drake; it may have been the 
depressing atmosphere of post-war 
England, or it may merely have 
been the capriciousness of Fate, 
but whatever the force that lifted 
Frederick George Ibbett from the 
traditional army career of an Eng- 
lish gentleman and eventually de- 
posited him in an advertising of- 
fice overlooking Chicago’s Michi- 
gan Boulevard, the result is a story 
that does not resemble the Ameri- 
can “office boy to president” pat- 
tern. 

Born in London in 1896, Fred 
Ibbett, radio director of Aubrey, 
Moore & Wallace, spent his boy- 
hood in the historic village of 
Sevenoaks, Kent. After prep school 
and three years on the continent, 
chiefly at the University of Ge- 
neva, he returned to England to en- 
ter the University of London, 
where his inability to make a 
choice between literature, dramat- 
ics and engineering led him to at- 
tempt to specialize in all three sub- 
jects. While still a student he 
joined a volunteer cavalry regi- 
ment of the British yeomanry, cor- 
responding roughly to our reserve 
officers training corps, and he was 
in camp with his regiment when 
the war broke out in 1914. 

Within the month Ibbett was on 
his way to join Allenby’s forces in 
Egypt, where he helped chase the 
terrible Turk until a minor wound 
at Gallipdli put an end to his 
cavalry experiences. Following 
convalescence he was transferred 
to the Royal Air Force as an ob- 
server and then sent back to Eng- 
land for training as a pilot. In 
1917 Ibbett went to France, where 
he found the war a far different 
experience from the “gentlemen’s 
war” of his Egyptian campaign. 

Again wounded, Ibbett was sent 
back to England for hospitaliza- 
tion. He returned to service as an 
Instructor, first in the air force 
and later in the Royal Tank corps. 
Following the Armistice he helped 
form the first Tank School and 
work out a curriculum for teach- 
ing the tank’s mechanical intri- 
cacies to the country boys who 
form the bulk of the recruit sup- 
Ply to England’s standing army. 


This experience has been extreme- 
ly valuable in radio, says Ibbett, 
as it gave him a clear insight into 
the psychology of the average man. 

For seven years Ibbett stayed on 
in the army. Then came the reali- 
zation that with the mounting cost 
of living and the increasingly 
heavy tax load his father should 
not be further taxed by supporting 
a son’s horses and the other requi- 
sites of a British officer which the 
army pay did not begin to cover, 
and he regretfully turned in his 
commission and looked about for 
something else to do. It was then 
that he ran into a friend made dur- 
ing the Egyptian campaign. an en- 
gineer named Eckersley who even 
in those prebroadcasting davs had 
been wildly interested in wireless. 
Eckersley, now an official of the 
British Broadcasting Corp., gave 
Ibbett the job of technical dra- 
matic director. For two weeks 
Fred would cast and rehearse dra- 
matic shows, and for the next two 
weeks he would have charge of the 
transmitter of 2LO. This combina- 
tion of dramatics and engineering 
was right up Ibbett’s alley and for 
two years he had a grand time, 
hobnobbing with England’s_ the- 
atrical big-shots on an equal foot- 
ing, for if he knew little about the 
theatre they knew even less about 
radio. 

Then, in England as in the U. S., 
broadcasting began to settle down. 
But whereas over here it developed 
into “big business” with big oppor- 
tunities, in England radio became 
a branch of the civil service, with 
lowered salaries and slow promo- 
tion, the fun squeezed out of it by 
governmental regulations. Decid- 
ing that red tape did not make for 
rosy futures, Ibbett, who was about 
to be married, suggested to his 
bride-to-be that they spend their 
honeymoon in America. 

She agreed, and a few weeks 
afterwards the Ibbetts found them- 
selves strolling across Chicago’s 
“loop”. Suddenly Mrs. Ibbett spied 
a sign reading “National Broad- 
casting Company”. 

“To English eyes ‘National’ 
means ‘Government’,” says Fred, 
“so in I went and before long I 
was telling my story to Don Ber- 
nard, program director. I don’t 
know whether it was my English 
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FRED J. HART, president and gen- 
eral manager of KGMB, Honolulu, 
and KHBC, Hilo, left San Francisco 
Sept. 12 on board the Lurline for a 
five-weeks’ business conference in the 
Islands. Mr. Hart makes his head- 
quarters in San Francisco, where the 
stations maintain offices in the Hotel 


Californian, with L. D. West in 
charge. 
RAY M. BECKNER, ffor several 


years with KVOR, Colorado Springs, 
and recently with KLZ, Denver, has 
taken over the management of KIUP, 
Durango, Col. 


BARNEY LAVIN, for the last two 
years on the sales staff of WDAY, 
Fargo, N. D., has been named com- 
mercial manager by E. C. Reineke, 
manager and owner. He _ succeeds 
Robert Schulz, who becomes manager 
of WMIN, St. Paul, new local which 
begins operation later this month. 


HORACE LOHNES, Washington ra- 
dio attorney, was elected vice chan- 
cellor of Delta Theta Phi, national 
legal fraternity, during its convention 
in Washington the first week in Sep- 
tember. This puts Mr. Lohnes, a grad- 
uate of Ohio State and George Wash- 
ington universities, in line for the 
chancellorship or presidency. 


BERTRAM LEBHAR Jr., director 
of sales of WMCA, New York, 
finished in second place with his 
partner in the recent national bridge 
tournament at Asbury Park, N. J. 
playing a plus 60% game. 


HOWARD J. PERRY, station di- 
rector of W2XR, New York high- 
fidelity station, has resigned to enter 
other radio work. He has not an- 
nounced future plans. Mr. Perry 
prior to joining W2XR had been in 
newspaper work on the Coast, and 
formerly was associated with KGW. 
Portland, Ore. 


JACK STONE, formerly manager of 
WPHR, Petersburg, Va., has joined 
the sales staff of WRVA, Richmond. 


MIKE HOLLANDER has been ap- 
pointed manager of sales and produc- 
tion of KGGM, Albuquerque, accord- 
ing to an announcement by T. H. 
Lathrop, KGGM manager. 


WILLIAM B. GELLATLY, § sales 
manager of WOR, Newark, is taking 
treatment for severe burns suffered 
last month when an oil stove ex- 
ploded in an automobile trailer occu- 
pied by himself and his wife. He was 
on a vacation at the time. He expects 
to return to his office later this month. 


BOB KAUFMAN, formerly CBS 
Chicago press manager, has been ap- 
pointed commercial manager of KMA, 
Shenandoah, Ia. 


LENOX R. LOHR, NBC president, 
who is making visits to NBC owned, 
operated and affiliated stations as fre- 
quently as he can get away from 
New York, was feted at a dinner by 
WSB and officials of the Atlanta 
Journal during a visit there early in 
September. 


JOHN G. GUDE, CBS publicity di- 
rector in New York, was to leave 
about Sept. 15 for the West Coast 
where he will contact the San Fran- 
cisco publicity office and then ¥o to 
KNX, Los Angeles, to inspect the 
new setup there. 


MISS JANET QUIGLEY, in charge 
of women’s programs for the British 
Broadcasting Co., will arrive in the 
United States in October to study 
women’s programs as broadcast over 
American networks and stations. 


CHARLES DENNY, formerly with 
WHO, Des Moines, has joined the 
sales staff of WSYR, Syracuse. 


WILLIAM A. SCHUDT Jr., presi- 
dent of WBT, Charlotte, N. C., is 
back at his desk following a pro- 
longed illness caused by heat prostra- 
tion suffered in Milwaukee where he 
had gone after the NAB convention. 


J. BURYL LOTTRIDGE, general 
sales manager of KOIL, KFAB, and 
KFOR, addressed a meeting of Omar 


Flour Co. salesmen in Omaha re- 
cently on “Radio Selling and Mer- 
chandising”’. 


JOHN S. K. HAMMANN on Sept. 1 
was made NBC national sales rep- 
resentative of KYW, Philadelphia, 
and Edward Hitz, who has been NB 
resident sales representative there 
since November, 1934, returns to the 
New York sales department. 


WILLIAM F. EARLS has resigned 
from the NBC sales department in 
New York. 





Norton Joins Patterson 


HENRY K. NORTON, who re- 
signed Aug. 1 as assistant to 
David Sarnoff, RCA president, has 
joined Richard C. Patterson Jr., 
former NBC executive vice presi- 
dent, who has offices in Suite 3630 
RCA Bldg., New York. Mr. Pat- 
terson represents various banking 
and industrial interests interested 
in securing radio properties. He 
is a member of the boards of sev- 
eral banks and industrial concerns. 


Charles Wise 


CHARLES WISE, 25, formerly 
public relations director of WKRC, 
Cincinnati, was killed in an auto- 
mobile accident near Cleveland 
late in August. He was the son of 
Russell B. Wise, announcer with 
WTAM, Cleveland. 





— 





accent, my complete naivete about 
American broadcasting, or what, 
but for some reason Bernard de- 
cided to take a chance, and when 
I walked out I had been hired as 
Chicago production man of NBC. 
“At that time radio dramas were 
establishing themselves and were 
beginning to find favor with the 
music -surfeited audiences. We 
were soon piping a good many dra- 
matic programs to the network. 
You may remember The Empire 
Builders, Rin-Tin-Tin Thrillers, 
Conoco Adventures, Girl Reporter, 
First Nighter (still going strong), 
and there were many more.” 
After a couple of years at NBC 
Ibbett moved across town to take 
a similar post with CBS, but he 
had been there only about six 
months when the agency in charge 
of Campana’s advertising called 
him in to supervise production on 
that sponsor’s new Fu Manchu 
series as well as its First Nighter 
broadcasts, which he went to 
Hollywood to direct in August. 


When Campana changed agencies 
Ibbett went along, and today de- 
votes most of his time to the pro- 
duction of the weekly First 
Nighter program—which returned 
from the studio in Los Angeles to 
the NBC-Red on Sept. 4—serving 
chiefly in an advisory capacity on 
the other broadcasts sponsored by 
the clients of Aubrey, Moore 
Wallace. 

Ibbett’s favorite outdoors activ- 
ity is riding, and each Sunday that 
the weather permits finds him on 
the bridle path in the forest pre- 
serve near his Evanston home. 
Many of his free evenings are 
spent at the movies, although Fred 
says that this is really a profes- 
sional activity as he usually loses 
all track of the plot in focusing on 
some bit of production technique 
that can be adapted to radio. But 
his chief hobby is radio engineer- 
ing, and one room of his home has 
been converted into a laboratory 
where he builds and tears down in- 
numerable shortwave sets. 
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BEHIND» 
THE MICROPHONE 


JAMES CROCKER, formerly of 
WOAI, San Antonio, has been named 
to succeed Robert Coleson, who re- 
places Clyde M. Vandeburg as Texas 
Centennial radio director. Vandeburg 
has resigned to become radio director 
of the Golden Gate fair in 1939. 


HAL TOTTEN, veteran sports an- 
nouncer of NBC, Chicago, has moved 
from the publicity department to the 
new offices of Ken Fry, who now de- 
votes his entire attention to the pro- 
gram department of the organization 
as news and special events director. 


MRS. LESSIE SMITHGALL, of the 
continuity staff of WSB, Atlanta, on 
Aug. 30 began directing a series of 
dramatic programs built up from the 
serial stories carried in the Atlanta 
Journal and enacted by WSB’s own 
dramatic company. 


GORDON A. SCHEIHING, program 
director of WCAO, Baltimore, is the 
father of a second boy, born in Au- 
gust. 








W6H 
Gives Live Local Representation 
In Three Prosperous Cities 
With Studios and Offices 
NORFOLK — PORTSMOUTH 
—NEWPORT NEWS 











HAL SPARKS, formerly of KFXR, 
Oklahoma City, has joined KFYO, 
Lubbock, Tex., as “Burnt Toastmas- 
ter” of the KF YO Coffee Club. 


FRED JESKE, formerly with WHO 
and KSO, Des Moines, and with 
WSB and WGST, Atlanta, has 
joined WSYR, Syracuse, as assistant 
to Fred Ripley, program director. 


C. L. MENSER, NBC production 
manager of the Chicago studios, was 
in California the end of Avgust visit- 
ing the Hollywood and San Francisco 
studios, conferring with Kenneth Car- 
ney, program manager and Frank 
Cope, production manager, in the lat- 
ter city. 


CLARENCE FUHRMAN, director 
of the staff orchestra of WIP, Phila- 
delphia, is the father of a girl born 
Sept. 2. 


FRANK BARTON has joined the 
NBC junior announcing staff in San 
Francisco, succeeding Robert Dwan, 
who has been made assistant to Rich- 
ard Ellers, night program supervisor. 
Dwan will also do script writing and 
assist in the production department. 


GLAN HEISCH has been promoted 
to be production manager of KFI- 
KECA, Los Angeles, succeeding Clay 
Osborne, resigned. 


THOMAS HUTCHINSON is in Hol- 
lywood on assignment from the New 
York production department of NBC 
to aid in arranging an audition of 
Irvin Cobb for a possible network 
sponsor. 
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BEFORE YOU LEAP! 


Tested programs eliminate guess work in radio sell- 
ing. KMBC offers tested programs by program- 
building experts—a formula for success advertisers 


like! 


Evidence: now on the air or scheduled for 


broadcast are Ted Malone, “Between The Book 
Ends,” for Hind’s; Crystal Gazers for The Colgate- 
Palmolive-Peet Co.; Mary Ward for Montgomery 
Ward, Diamond City News for Mid-Continent Petro- 
leum Corp. Still available are Happy Hollow, Life 
on Red Horse Ranch, The Texas Rangers, and other 
KMBC tested features. There’s one for you! Wire 


K MB Cus. 
KANSAS CITY 





THE PROGRAM BUILDING 
AND TESTING STATION 
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AND STILL THEY COME—Per- 
haps it is piscatorial pride that 
prompted WOR to enter another 
photograph in the contest develop- 
ing over who is the best fisherman 


in radio. The Aug. 15 BROADCAST- 
ING started the ball rolling when 
it published photographs of Bob 
Catherwood (WOR) and his 270- 
lb. swordfish and Phil Hennessey 
(NBC) and his 10-pound salmon, 
both big catches for their respec- 
tive species. Then in the Sept. 1 
‘ssue the honors were claimed for 
E. S. Campbell (CHNS, Halifax, 
N. S.), pictured with his 550-lb. 
giant tuna. Comes now Bob Edge. 
who conducts the Fishing Angle 
feature on WOR each Friday, 
with this day’s catch of two big 
tuna—one of 232 lbs. and the 
other 187 lbs. 





RUPERT PRAY, in the sales pro- 
motion department of KJBS, San 
Francisco for the last three months, 
has been appointed traffic manager of 
Northern California Broadeasting 
System. He succeeds Marion Wood- 
ling who resigned Sept. 1 to join the 
production department of KYOS, 
now being built at Merced, Cal. 


JACK HANSSEN. formerly of KDB, 
WIBA, WISN. KSOW and WTAX, 
has joined the Lincoln staff of KFAB. 


FRANK W. LINDER, recently in 
charge of the WNYC, New York, 
Christian Science Monitor News Serv- 
ice, on Sept. 1 was appointed produe- 
tion manager of WI1XAL, Boston 
shartwave station, by Walter S. 
Lemmon, president. He was formerly 
with WMCA, New York, as a conti- 
nuity writer. 


GORDON BROWN, announcer of 
KJBS, San Francisco, has been com- 
missioned an ensign in the Nave 
Communications Department, U. S. 
Naval Reserve. 

ARNOLD MARQUIS, former news 
syndicate writer, who has also been 
affiliated with various Midwest sta- 
tions, has joined the NBC production 
staff in San Francisco. 

PAUL DUDLEY, Boston, announcer, 
has joined KHJ, Los Angeles. 

VAN FLEMING, NBC producer in 
San Francisco was married Sept. 6 to 


Karolyn Reis, Portland, Ore. book 
and magazine illustrator, in Carmel, 
Cal.. Larry Allen, head of the NBC 


artists service in San Francisco, was 
best man. 


JOHN BLAIR & CO. 


National tative 
of Radic Stations 


NEW YORK - CHICAGO: DETROIT: SAN FRANCISCO 





OTTIS ROUSH, formerly 

of KLCN, Blytheville, Ark. and i" 
the past year continuity writer end 
announcer of KBTM, Jonesboro, Ark 
has joined WTJS, Jackson, Tenn a8 
announcer and sportscaster. 4 


ADELE HOOVER, of the NBG Sales 
promotion department, San Franciseo 
was married in August to Dang 
Bremner, attorney. 


CHARLES C. URQUHART hag 
been appointed production mana er 
of KDKA, Pittsburgh, succeed 
Sherman MacGregor, resigned. Mr 
Urquhart was formerly assistant gen- 
eral manager of WGBI, Scranton, 


FORD_ BOND, NBC announcer, ang 
Mrs. Bond are the parents of a 
7-pound son, Reynolds Ford Bond 
born in Brooklyn Hospital Sept. 4,’ 


ELIZABETH LAWSON CALHOwn, 
formerly assistant director of the 
WPA Federal Music Project, who 
has just completed a survey of infor. 
mal education in musiec as a fellow 
of the General Education Board of 
the Rockefeller Foundation, has joined 
W1XAL, Boston shortwave station, 
as special advisor for a new series 
of educational musiec programs. 

LESLIE MARSHALL, formerly of 


WIP, Philadelphia, has joined the 
announcing staff of WHIO, Dayton. 





Expanded Radio Course 


Given by Minnesota U, 


UNIVERSITY OF MINNESOTA, 
through its extension division, 
again will offer classes in radio 
script writing this fall it is an- 
nounced by Richard R. Price, di- 
rector. The course was inaugu- 
rated last February, and consisted 
of actual script writing from a 
30-word “station - break” to 15- 
minute dramatic programs. The 
original course was given on the 
University of Minnesota campus. 
The original group of 30 stu- 
dents included men and women al- 
ready “doing script”, department 
store advertising staff members, 
executive secretaries of organiza- 
tions that have found the radio ef- 
fective in their activities and per- 
sons from other fields. For the 
scholastic year 1936-37, the course 
will be enlarged with classes not 
only for novices but for advanced 
workers. During the first semester 
there will be p Boned both on the 
campus in Minneapolis and in St. 
Paul for beginners. For the see- 
ond semester, beginning in Febru- 
ary, there will be a course for ad- 
vanced students and also for be- 
ginners, both on the campus. The 
instructor of the original class, 
who continues this year in the en- 
larged course is Luther Weaver, 
head of Luther Weaver & Associ- 
ates, a Twin Cities advertising 
agency specializing in radio. 





Dresden Heads Group 


OWENS V. DRESDEN, manager 
of KHJ, Los Angeles Don Lee sta- 
tion, was named president of 
Southern California Broadcasters 
Association at a recent meeting of 
stations in that area. Two meet- 
ings a month are planned by Mr. 
Dresden. L. W. McDowell, of 
KFOX, Long Beach, was named 
secretary-treasurer. 





Tapioca Talent Shift 


GENERAL FOODS Ine. New 
York starts its Minute Tapioca 
series on an NBC -Blue_ network 
Oct. 4 with Stoopnagle & Budd. 
replacing Tim & Irene, originally 
scheduled for the series. Young & 
Rubicam Inc., New York, is agency: 
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Seek Cheyenne Station 


REV. S. H. PATTERSON, who 
recently gave the Oklahoma Daily 
Oklahoman interests, operating 
WKY, Oklahoma City, and KLZ, 
Denver, an option to purchase 
KVOR, Colorado Springs, and who 
is an applicant for a new 1,000 
watt station in Denver on 1570 kc., 
has entered into a _ partnership 
with William C. Grove, radio en- 
gineer, and together they have ap- 
plied to the FCC for a new 100- 
watt station on 1420 ke. in Chey- 
enne, Wyo. 





TWO hours after the premier of 
Foolish Questions on WAAF, Chi- 
cago, Thomas J. Webb Co., Chica- 
go coffee distributor, had signed 
the program for six quarter-hours 
a week. Sugden Adv. Co., 
Chicago, is agency. 





WwoL 


FIRST among local stations 
in the United States in 
Total Business. 


Washington, D. C. 











<:  DI® 
ee * Bi] .D 
? @ 4CCO 
YU OAs 4 - 7 
oA a 
e ALERT... WATCHFUL... taking ad- 


vantage of every opportunity to pro- 
duce even greater results for our adver- 
tisers. This constant personal supervi- 
responsible for the 
amazing success of hundreds of cam- 
Enthusiastic advertisers have 
extended contracts again and again and 
WIBW enjoys a national reputation for 
doing a “real selling job.” 


sion has_ been 


paigns. 


e There’s nothing secret about our 
method. A station executive assumes 
full responsibility for the success of 
. . department heads 
confer to select the proper announcer 


your campaign . 








VOLUNTARY HAWAIIAN SET TAX | 


Half of Listeners Pay 50c a Year to Maintain Body To 





SO ANXIOUS are Hawaiian lis- 
teners to have good reception that 
27,789 of them have gone to the 
trouble to go to the collector’s of- 
fice and pay the voluntary 50 cent 
tax on radio sets, although the ter- 
ritorial legislature provided no 
penalty for non-payment when it 
adopted in 1935 this means of 
financing the new Radio Interfer- 
ence Commission. 

The number of voluntary tax- 
payers is believed to represent 
about half of the radio families in 
the Territory, where radio is one 
of the main amusements. While 
60% of the sets are owned by 
others than Caucasians, the re- 
maining Hawaiians, Japanese, 
Chinese and Filipinos read, write 
and understand English and often 
are better buyers of autos, refrig- 
erators and radios than Caucas- 
ians. The Commission set up last 
year maintains a field man to find 
and eliminate man-made interfer- 


audience .. . 


checked 


details. 


Cut Man-made Interference 








ence. Practically all of those who 
have paid the voluntary tax are 
one-radio families. 

Of the total number of taxpay- 
ers, 11,704 are owned by Caucas- 
ians; 1,487 by Hawaiians; 9,456 by 
Japanese; 3,225 by Chinese; 142 
Koreans; 142 by Filipinos; 342 by 
other races. Small sets predomi- 
nate, an analysis of the tax figures 
shows. The Island of Oahu, largest 
of the group, has 18,938 taxpayers. 





Rudolph’s Jewelry Spots 


RUDOLPH’S jewelry chain, oper- 
ating 17 stores in New York and 
New Jersey, recently started a se- 
ries of 100 live dramatized an- 
nouncements on WGY, Schenec- 
tady, to promote its optical serv- 
ice. Broadcasts also are being 
placed on WSYR and WFBL, Syra- 
cuse, and WNBF, Binghamton. 


Leighton & Nelson, Schenectady, 
is the agency. 











— 


\) 4 
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. entertainment with tested appeal 
. a time when your sales message 
will have the largest and most receptive 
nothing is left to chance. 


e Nor is vigilance relaxed once the 
program is on the air. Mail and sales 
response is analyzed 


programs 


continual improvement 
sought. Your campaign must succeed. 
Simple, isn’t it? 
e This tested, 
personal supervision will make your 
coming campaign a success. Phone, 
write or wire our nearest office for full 


successful method of 


WY TEBWY —ropera— “The Voice of Kansas” 


Owned and operated by The Capper Publications—Don Searle, Gen. Mgr. 


Represented by Capper Publications in 


New York—Chicago—Kansas City, Mo.—Cleveland—Detroit—San Francisco 
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Thornburgh Picks 
Executives of KNX 


Arthur Kemp Is Appointed as 


CBS Regional Sales Chief 


COMPLETION of 
the Hollywoog 
staff of OB 
headquartering at 
the studios of 
KNX, which op 
Aug. 16 was tak. 
en over by the 
network, was ap. 
‘ nounced by Don. 

ald W. Thorp. 
Mr. Kickenbacker burgh, CBS Ps. 
cific Coast vice president, shortly 
before he departed Aug. 28 for a 
three-weeks trip to Chicago and 
New York headquarters of the 
network. 

With the resignation of Naylor 
Rogers as KNX general manager 
and the <a—lnes of Paul Rick. 
enbacker, former CBS west coast 
manager, as Mr. Thornburgh’s as. 
sistant [BROADCASTING, Sept. 1], 
it was announced that Arthur 
Kemp, former KNX sales promo- 
tion manager and for § several 
years sales manager of the Don 
Lee Broadcasting System, has been 
named Pacific Coast regional net- 
work sales manager. Charles 
Vanda, former CBS Artist Bureau 
manager in Hollywood, has been 
named program director. 


Other Executives 


MR. KEMP fills a newly created 
post, with Carl Nissen, KNX com- 
mercial manager, resigning effec- 
tive when Mr. Thornburgh returns 
from the East. National spot sales 
manager will be Elmer Pedersen, 
retained from the KNX staff. 
Charles Vanda succeeds Leonard 
Cox, resigned, who will continue 
handling Fels Naptha script shows 
out of Hollywood. 

The remainder of the CBS-KNX 


——— 





personnel lineup follows: C. A. 
Carlson, formerly with CBS in 
Chicago, comptroller and office 


manager; Lester H. Bowman, for- 
merly with WJSV, Washington, 
Pacific Coast operations engineer; 
Kenneth G. Ormiston, former KNX 
chief engineer, assistant to Mr. 
Bowman and chief transmitter 
engineer of KNX; Harry Spears, 
formerly with the New York office 
of CBS, audio supervisor; Alden 
Packard, of the KNX staff, main- 
tenance supervisor; Miss Edythe 
Todesca, KNX production man- 
ager, in the same capacity; Les 
Mawhinney, KNX news director 
in same position; Wilbur Hatch, 
musical director, in same position. 
Ralph Wonders, CBS artists’ bu- 
reau head, is expected on the Coast 
soon to set up a department. 





REMOVAL of WILM, Wilming- 
ton, Del., to Chester, Pa., is sought 
in an application filed with the 
FCC by the licensee. The interests 
owning WILM also operate 
WDEL, Wilmington; WGAL, Lan- 
caster, Pa.; ORK, York. Pa.; 
WAZL, Hazleton, Pa., and WEST, 
Easton, Pa. 








Electrical Transcriptions 
for STATIONS and SPONSORS 


HOLLYWOOD 


CHICAGO 
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Craftsmanship as old as time ...... 
in a plant as modern as money can buy 


created 
X com- 
- effec- 
returns 
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dersen, 

staff. 
eonard 
ontinue 
, shows 


S-KNX 
C. A. 
BS in 
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n, for- 
ington, 


gineer; 
r KNX Turning a lead screw for a Techna recording machine. In the Techna plant, 


to Mr. precision is the watchword at every production step. 
smitter 
Spears, 
k office 
Alden 
main- 
Edythe 
<=" 
Vy; Les ; Md ee ° ° ° ° 
irector ing the unusually attractive [Inquiries regarding specifications and prices 


ion prices of Techna equipment, of Techna studio speech input, public address, 
ts’ bu- but of even more importance to the mainte- recording, and transcription equipment are 


nance of the Techna standard of quality is the given prompt attention. 


— TECHNA CORPORATION 


Fate New York 926 HOWARD STREET, SAN FRANCISCO CHIcAGo 
Cable address ‘“Techna’”’ Bell Teletype “SF329” 
BROADCAST ....PUBLIC ADDRESS....RECORDING.... LABORATORY EQUIPMENT 


- a 





In the Techna plant, modern spirit of craftsmanship which directs the men 
machines and production meth- employed here. At Techna, perfection is always 
ods are important in establish- the ideal . . . your satisfaction the guarantee. 
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The Business of Broadcasting 


Current News About Accounts, Pending Schedules, Transcriptions, 
Representatives and Apparatus; Notes from the Stations 














STATION ACCOUNTS 


sp—studio programs 
t—transcriptions 
sa—spot announcements 
ta—transcription announcements 





WOAI, San Antonio 


Alaska Pacific Salmon Corp., Seattle 
(Peter Pan), 26 sa, thru J. Wil- 
liam Sheets, Seattle. 

Best Foods Ine., New York (Nucoa), 
26 sa, thru Benton & Bowles Inc., 


Procter & Gamble Co., Cincinnati 
(White Naphtha soap), 273 ta, 
thru Blackett - Sample - Hummert 
Ine., Chicago. 

Procter & Gamble Co. Cincinnati 
(Drene), 3 weekly t, thru Blackett- 
Sample-Hummert Inc., Chicago. 

General Mills Ine., Minneapolis, 5 
weekly t, thru  Blackett-Sample- 
Hummert Inc., Chicago. 

Dr. W. B. Caldwell Co., Monticello, 


Ill. (Syrup Pepsin), 5 weekly t, 


thru Cramer-Krasselt Co., Minne- 
apolis. 
Webster-Hisenlohr Inc., New York 


(Tom Moore cigar), 26 sp, thru 
N. W. Ayer & Son Inc., N. Y. 

Mantle Lamp Co. of America, Chi- 
cago, weekly t, thru Presba, Fel- 
lers & Presba Inc., Chicago. 

Folger Coffee Co., Kansas City (cof- 
fee), 5 weekly ¢t, thru Blackett- 
Sample-Hummert Inc., Chicago. 


WMAZ, Macon, Ga. 


Carter Medicine Co., New York (liver 
pills), increase to 5 weekly ta, for 
52 weeks, thru Street & Finney 
Inc., N. Y. 

Red Top Brewing Co., Cincinnati 
(beer), 3 daily sa, direct. 

Procter & Gamble Co., Cincinnati 
(Chipso), 2 daily sa, direct. 

Canada Dry Ginger Ale Inc., New 
York, 78 ta, thru J. M. Mathes 
Ine., N. Y. 

Dr. W. B. Caldwell Inc., Monticello, 
Til. (Syrup of Pepsin), 5 weekly t 
for 52 weeks, thru Cramer-Kras- 
selt Co., Milwaukee. 

Dr. Pepper Co., Dallas (beverage), 
26 14-hour weekly programs, thru 
Tracy-Locke-Dawson Ine., Dallas. 


KFRU, Columbia, Mo. 


Midcontinent Petroleum Corp., Tulsa, 
3 weekly t, thru R. J. Potts & Co., 
Kansas City. 

Montgomery Ward & Co., Chicago 
(retail), 6 weekly t, thru Ferry- 
Hanly Co., Kansas City. 

National Bellas Hess, Kansas City 
(retail), 6 weekly sp. thru Ruth- 
rauff & Ryan Ine., Chicago. 

Baldwin Piano Co., Cincinnati, week- 
ly sp, direct. 

Monarch Metal Weather Strip Co., 
St. Louis, 3 weekly ta; thru Jimm 
Daugherty Ine., St. Louis. 

Nutrena Feed Mills Ine., 
City, 6 weekly sa, direct. 


WGY, Schenectady 


Duff Norton Mfg. Co., Pittsburgh 
(jacks), daily sa, thru Walker & 
Downing, Pittsburgh. 

Best Foods Ine., New York (Nucoa), 
26 8a, thru Benton & Bowles Inc., 


Kansas 


Sherwin Williams Paint Co., Cleve- 
land, daily sa, thru T. J. Maloney 
Ine., N. Y. 

Greyhound Management. Inc., Cleve- 
land (bus line), 22 sa, thru Beau- 
mont & Hohman Inc., Cleveland. 

Florence Stove Co., Gardner, Mass. 
(stoves), weekly t, 
B. Remington Inc., Boston. 


KGMB, Honolulu 


Vick Chemical Co., Greensboro, N. C. 
(Vaporub) 7 weekly t, thru Con- 
quest Alliance Co. Inc., N. Y. 


thru William 


WNAX, Yankton, S. D. 


Acme Feeds Inc., Forest Park, IIl., 
3 weekly sa, thru Shepard Adv. 
Agency, Chicago. 

Blatz Brewing Co., Milwaukee, 5 
weekly sa, thru Klau-Van Pieter- 
som-Dunlap Associates, Milwaukee. 

Binkley Coal Co., Kansas City, 3 
weekly ta, thru Potts-Turnbull Co. 
Ine., Kansas City. 

Hamm Brewing Co., St. Paul, 12 
weekly ta, thru McCord Co. Ine., 
Minneapolis. 

Interstate Transit Lines, Omaha (bus 
service), weekly sp, thru Beaumont 
& Hohman Inc., Omaha. 

Moffat Coal Co., Denver, 5 weekly sa, 
thru Woolley & Hunter Inc., Den- 


ver. 

National Carbon Co., New York 
(Prestone), 26 sa, thru J. M. 
Mathes Inc., N. Y. 

Oshkosh Overall Co., Oshkosh, Wis., 

weekly sp, thru Ruthrauff & 
Ryan Inc., Chicago. 

W. A. Sheaffer Pen Co., Fort Madi- 
son, Ia., 5 weekly sa, thru Bagga- 
ley, Horton & Hoyt Inc., Chicago. 


KSFO, San Francisco 


General Mills Inc. Minneapolis 
(Wheaties), 5 weekly t, thru West- 
eo Adv. Agency, San Francisco. 

Carter Medicine Co., New York (liver 
pills), 6 weekly ta, thru Street & 
Finney Inc., N. Y. 

Pinex Co., Fort Wayne, Ind. (cold 
remedy), 6 weekly ta, thru Bag- 
galey, Horton & Hoyt Inc., Chi- 


cago. 

Maryland Pharmaceutical Co., Balti- 
more (Rem), 7 weekly ta, thru 
Joseph Katz Co., Baltimore. 

Ironized Yeast Co., Atlanta (yeast 
tablets), 2 weekly ta, thru Ruth- 
rauff & Ryan Inc., N. Y. 

H. S. Bassford Co., San Francisco, 
(Kelvinator), weekly ¢t, thru M. E. 
Harlan Adv. Agency, San Fran- 
cisco. 


KGO, San Francisco 
Oxo Ltd., London, England (boullion 


cubes), 3 weekly sp, thru Doremus 
& Co., San Francisco. 
Oakland Chemical Co., New York 


(face cream), 5 weekly sa, thru 
Small, Kleppner & Seiffer Inc., 
N= 


Lundstrom Hat Co., San Francisco 
(men’s hats), weekly sp, thru M. 
E. Harlan Adv. Agency, San Fran- 
e1sco. 


KFEQ, St. Joseph, Mo. 


United Drug Co., Boston (Rexall), 
5 t (October), thru Street & Fin- 
ney Inc., N. Y. 

Knox Co., Los Angeles (Cystex), 26 
t (starts Oct. 4), thru Dillon & 
Kirk, Kansas City. 

Chamberlain Laboratories Inc., Des 
Moines (hand lotion), 182 ta 
(starts Oct. 1), thru Coolidge Adv. 
Co., Des Moines. 

Dr. Miles Laboratories Inc., Elkhart, 
Ind. (Alka-Seltzer), 39 t, thru 
Wade Adv. Agency, Chicago. 

National Bellas Hess, Kansas City 
(mail order house), 10 weekly sa, 
thru Ruthrauff & Ryan Ine., N. Y. 

Pennsylvania Salt Mfg. Co., Phila- 
delphia (Lewis lye), 60 sa, thru 
Fletcher & Ellis Inc., N. Y. 

Montgomery Ward & Co., Chicago 
(retail), 312 ¢t, thru Ferry-Hanly 
Co. Ine., N. Y. 

Carter Medicine Co., New York (liver 
pills), 5 weekly ta, thru Street & 
Finney Inc., N. Y. 

Barnsdall Refineries Ine., Tulsa, 26 
sp, thru Cooperative Adv. Co., 
Tulsa. 

Ford Motor Co., Detroit, 13 t, thru 
McCann-Erickson Ine., N. Y. 


WHK, Cleveland 


Histeen Corp., Chicago (hay fever 
remedy), 93 sa, thru Ruthrauff & 
Ryan Ine., N. Y. 

Ine., St. 


Grove Laboratories Louis 


(proprietary), 3 daily sa, thru 
Stack-Goble Adv. Co. Inc., Chicago. 


Best Foods Ine., New York (Nucoa), 
6 weekly sa, thru Benton & Bowles 
mae., Mi. Y. 

Ohio Apple Institute, Cleveland, 13 
“. 2. Nesbitt Service Co., Cleve- 
and. 


WOR, Newark 


W. A. Sheaffer Pen Co., Fort Madi- 
son, Ia. (fountain pens), 3 weekly 
t, thru Baggaley, Horton & Hoyt 
Inc., Chicago. 

John Morrel & Co., Ottumwa, Ia. 
(Red Heart dog food), 3 weekly sp, 


thru Henri, Hurst & McDonald 
Inec., Chicago. 
John F. Trommer Ine., Brooklyn 


(beer), weekly sp, thru Cecil, War- 
wick & Cecil Inc., N. Y 


KHBC, Hilo, Hawaii 


Vick Chemical Co., Greensboro, N. C. 
(Vaporub), 7 weekly t, thru Con- 
quest Alliance Co. Ine., New York. 























From London Morning Post 


“When television comes—contrasts we shall see.” 
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KFYR, Bismarck, N. D, 


Procter & Gamble Co., Cineinng:: 
(White Naphtha soap), 390 4 
thru Blackman Ady. Inec., N, y. ' 

Carter Medicine Co., New York (liver 
pills), 260 ta, thru Street & Fin. 
ney Inc., N. Y. 

Hamm Brewing Co., St. Paul 9 
daily sa, thru McCord Co., Minne. 
apolis. 

Roberts, Johnson & Rand Shoe (y 
St. Louis (Poll Parrot shoes), 3 
weekly t, direct. pi 


National Carbon Co., New York 
(Prestone), 26 sa, thru J. y 


Mathes Ince., N. Y. 

Pinex Co., Fort Wayne, Ind. (cough 
remedy), 126 sa, thru Baggaley 
Horton & Hoyt Inc., Chicago, ~’ 

Sterling Products Corp., New York 
(Pine Balm), 130 t, thru Baggaley 
Horton & Hoyt Ine., Chicago, ~’ 

American Gas Machine Co., Albert 
Lea, Minn. (Kitchen Kook stoves) 
4 t, thru Greve Adv. Inc., Minne 
apolis. 


WBT, Charlotte, N. C. 


Webster-Eisenlohr Inc., New York 
(Cineo cigars), weekly sp, thry 
N. W. Ayer & Son Inc., N. Y, 

Beemans Laboratories, Atlanta 
(BGO), 6 weekly sp, thru Groves. 
Keen Inc., Atlanta. 

Crane & Crane Clothes Ine. New 
York (Mayos Clothes), 9 weekly 
sa, 52 weeks, direct. ; 

Globe Brewing Co., Baltimore (Ar- 
row beer), 16 weekly sa, thru Jo- 
seph Katz Co., Baltimore. 

Duke Power Co., Charlotte, 3 weekly 
sp, thru Carson Brantley Ady, 
Agency, Salisbury, N. C. 

Acme White Lead & Color Works, 


Detroit (paint), weekly ¢, thru 
Henri, Hurst & McDonald Ine, 
Chicago. 


Dodge Bros. Corp., Detroit (autos), 
- 4 thru Ruthrauff & Ryan Inc, 


Dr. ‘Miles Laboratories Inc., Elkhart, 
Ind. (Alka-Seltzer), 3 weekly t, 
thru Wade Adv. Agency, Chicago. 


KFRC, San Francisco 


Procter & Gamble Co., Cincinnati 
(Drene), weekly ¢t, thru H. W. 
Kastor & Sons Adv. Co. Ince., Chi- 
cago. 

Saint Claire Brewing Co., San Fran- 
cisco (beer), weekly ¢t, thru Gug- 
genheim Adv. Agency, San Fran- 
cisco. 

Wheatena Co., Rahway, N. J. (ce 
real), 2 weekly t, thru McKee & 
Albright Ine., Philadelphia. 


WGAR, Cleveland 


American Oil Co., Baltimore (Amo- 
co), 5 weekly sa, ta, thru Joseph 
Katz Co., Baltimore. 

Crazy Water Hotel Co., 
Wells, Tex., 5 weekly sp, 
Luckey-Bowman Ine., N. Y. 

French Lick Springs Hotel Co., Ind 
(Pluto), 136 sa, thru H. W. Kas 
tor & Sons Adv. Co. Inc., Chicago. 


KYA, San Francisco 


Maryland Pharmaceutical Co., Balti- 
more (Rem cough syrup), 7 weekly 
ta, thru Joseph Katz Co., Balti- 


Mineral 
thru 


more. 

Yellow Cab Co., San Francisco 
(transportation), 7 weekly ¢, thru 
Rufus Rhoades & Co., San Fran- 
cisco. 


WTAQ, Green Bay, Wis. 


Dermalab Inc., Winnetka, III. 
meties), sa, direct. 

Wadhams Oil Co., Milwaukee, weekly 
football, direct. 


KOOS, Marshfield, Ore. 


Pacific Greyhound Lines Inc., San 
Francisco (transportation), weekly 
t, thru Beaumont & Hohman Ine. 
San Francisco. 

KJBS, San Francisco 


Parrott & Co., San Francisco (Malvi- 
tose), 3 weekly t, thru Sidney Gar- 
finkel Adv. Agency, San Francisco. 


WEAF, New York 


Dexdale Hosiery Mills Inc., New 
York, weekly sp, thru Lord 
Thomas Ine., N. Y. 


( COS- 
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AGENCIES AND 
REPRESENTATIVES 
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y SURCAe Inc., _ 

ished Hollywood offices in the 
arable Bldg., where staffs for 
roducing the Fred Astaire and Jack 
Benny programs on NBC are being 
housed. The complete staff now in- 
cludes Joe and Don Stauffer, in 
charge of production ; Tom Everett, 


producer and writer; Austin Peter- 
son, writer; Everard Meade, public- 
ity. 


MES L. FREE, president of Free 
ye Inc., left Chicago Sept. 
9 for a trip to the West Coast, 
where he will remain for four or 
five weeks in connection with develop- 
ment of business for his organization. 


JOHN W. RAFFERTY, formerly of 
the NBC sales department in Radio 
City has joined the Criterion Adv. 
Co. New York, as national account 
representative. 


LINDSEY SPIGHT, Pacific Coast 
manager of John Blair & Co., San 
Francisco, on Oct. 13 starts a_ten- 
week’s lecture course on the business 
of broadeasting at the University of 
California extension division. 


KVOA, Tucson, Ariz., has named H. 
K. Conover Co., Chicago, as midwest- 
ern representative. Cox & Tanz rep- 
resents KVOA in the East. 


WESTON SETTLEMIER, for many 
years advertising manager of the 
M. J. B. Co., San Franciseo (coffee 
& tea), has joined the copy and plan 
department of Emil Brisacher & Staff, 
that city. Before his affiliation with 
the M. J. B. Co., Settlemier was with 
Lord & Thomas, San Francisco, as 
account executive. 


DOLLY STEWART, for the last two 
years with stations in Australia, has 
taken over representation in New 
York for Vogue Broadcasting Co., 
operating 3AW, Melbourne, Aus- 
tralia. She is also New York repre- 
sentative for Allan & Co., music pub- 
lishers, and J. C. Williamson Ltd., 
theatrical and concert management, 
all of Australia. 


BETH LOVE, formerly on the staff 
of the Henry J. Kaufman Adv. Agen- 
cy, Washington, has joined Sidney 
Garfinkel Adv. Agency, San Francis- 
co, as copy writer. Mrs. Love is also 
conducting a twice weekly quarter- 
hour on KYA, San Francisco, titled 
It's Love Again. She devotes the pro- 
gram to the lovelorn and others with 
problems seeking advice. 


KIRO 


SEATTLE 
1000 Watts 





SAYS: 


“They seem to like my 
way of doing things” 








NATIONAL REPRESENTATIVES 


Uohn Blair & Co. 


Let ier \cle) 
SAN FRANCISCO 


NEW YORK 
DETROIT 





KERMIT K. SCHAFER, formerly a 
free lance radio writer, and William 
Slater, former member of the public 
ity departments of Paramount, Uni- 
versal and United Artists picture com- 
panies, have formed Schafer & Slater, 
a radio and movie publicity firm, with 
offices in the RKO Building, New 
York. The firm will specialize in per- 
sonal publicity for movie and radio 
stars. 


WORTMAN, BARTON & Co. Inc., 
New York, has been formed to suc- 
ceed the former Wortman Brown & 
Co. Ine. Offices are at 381 Fourth 
Ave., New York. 


MRS. H. I. McKINLEY, formerly 
with the W. E. Standley Co., food 
brokers, has joined National Broker- 
age Co., Inc., Pittsburgh, as office 
manager. 

ARTHUR R. MOGGE Inc., Chicago, 
has established a branch office in the 
Areade Bldg., St. Louis, with E. E. 
Kromnacker in charge. 


STONE & LASKY Ine., Boston 
agency formed by Harry L. Stone 
operating Stone Adv. Agency, and 


Larry G. Lasky, formerly of the Joel- 
son theatre chain and Barbara Stone 
Stores, has taken offices at 260 Tre- 
mont St., Boston, with Mr. Stone as 
president and Mr. Lasky as_ vice 
president and treasurer. Additions to 
the staff are Jack Orfo, for several 
years with WORC, Worcester, and 
the Yankee Network, and Joseph D. 
Sweeney, recently with Harry M. 
Frost Co., Boston agency. 


JAMES HARPER, former radio ed- 
itor of the Los Angeles News, has 
joined the Hollywood office of Robert 
S. Taplinger Ine., New York, as have 
Eleanor Roberts and Virginia Lind- 
sey. Pauline Swanson continues in 
charge. In the New York office 
Jerry Mason and Epaine Canard have 
been added to the staff. 


JACK KERN, vice-president of Philip 


Klein Ine., Philadelphia, is the fa- 
ther of a baby girl born Aug. 29. 





Canadian Rep Firm 


FORMATION of the All-Canada 
Broadcasting System to furnish 
exclusive or special ¥epresenta- 
tion to Canadian commercial sta- 
tions has been announced by the 
Dawson Richardson publishing in- 
terests, of Winnipeg, who own 
CJGX, Yorkton, Sask. Mr. Rich- 
ardson will head the main office in 
Winnipeg, with A. L. Garside as 
commercial manager and J. L. C 
MacPherson in charge of Winn‘- 
peg sales. John Tregale heads the 
Toronto branch and Victor George 
is in charge at Montreal. The new 
representation firm combines the 
old Western Broadcasting Bureau 
and Eastern Broadcasting Bureau 
and claims to represent exclusive- 
ly or specially 50 of the 72 stations 
in Canada. 





WANTED 


A live wire and depend- 
able radio representative to 
represent one of the finest 
100 - watt stations in the 
country, located in the fast- 
est growing section of 
Texas. 


K PDN 


The High Fidelity Voice 
of the Pampa Daily News 
PAMPA TEXAS 








RADIO ADVERTISERS 





GOLD DUST Corp., New York, has 
formed two divisions to handle its 
soap and shoe polish business. Sher- 
man W. Coleman will head the soap 
unit with J. F. Forsyth directing the 
shoe polish branch. Batten, Barton, 
Durstine & Osborn Inc., New York, 
is agency. 


MIDLAND FLOUR MILLING Co., 
Kansas City, has named Stack-Goble 
Adv. Agency, Chicago, as its agency. 


AMERICAN TOBACCO Co., New 
York, has named Blackman Adv. Inc., 
that city, to service its Pall Mall ci- 
garette account. 


KAYNEE Co., Cleveland (clothing) 
has placed its advertising with Mel- 
drum & Fewsmith Ine., Cleveland. 


MERCIREX Co., Milford, Del. (soap, 
cosmetics) has named Redfield-John- 
stone Ine., New York, as its agency. 


OSTERMOOR & Co. Inc., Bridge- 
port, Conn. (mattresses) is advertis- 
ing through Wilson H. Lee Adv. 
Agency, New Haven. 


WURLITZER GRAND PIANO Co., 
De Kalb, Ill., is advertising through 
Needham, Louis & Brorby Inc., Chi- 
cago. 


West Coast AAAA Meeting 


THE second annual Pacific Coast 
convention of the American Asso- 
ciation of Advertising Agencies 
will be held Oct. 29-30 at Del 
Monte, Cal., with Leon Livingston, 
of the Leon Livingston Adv. 
Agency, San Francisco, as chair- 
man of the program committee. 
Assisting him will be Dan B. 
Miner, Dan B. Miner Co., Los 
Angeles; Joseph R. Gerber, Gerber 
& Crossley Inc., Portland, Ore.; 
Burt Cochran, McCann-Erickson 
Inc., Seattle, and a San Francisco 
committee headed by Ed Pitts, of 
J. Walter Thompson Co. Dates 
for meetings of the Central and 
Eastern Seaboard AAAA branches 
are to be announced soon. 





Agency Network Switch 


DON LEE NETWORK and Lord 
& Thomas made an exchange of 
executives in Los Angeles Sept. 1 
when Glenhall Taylor resigned 
from KHJ as program manager 
and production chief to join the 
agency as aide to Jack Runyon, 
head of the Los Angeles radio 
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department. Don Bernard resigned 
from the agency where he was 
producing California’s Hour to re- 
_— to KHJ, replacing Mr. Tay- 
or. 


W. A. SHEAFFER PEN Co., Fort 
Madison, Ia., has named Baggaley, 
Horton & Hoyt, Chicago, as its radio 
agency. 


CONSOLIDATED CIGAR Corp., 
New York (Harvester, Dutch Mas- 
ters, 44, and other cigars), has ap- 
pointed Erwin, Wasey & Co. Inc., 
New York, to handle its advertising. 


KAY JEWELRY Co., Oakland, Cal., 
(jewelry), through Sidney Garfinkel 
Adv. Agency, San Francisco, is plan- 
ning a Northern California advertis- 
ing campaign, including the possible 
use of spot. 


The Additional Business 
You Need— 





8:30 P. M. Transradio 
NEWS Period available 
for sponsorship 
WJIBY 
Gadsden, Alabama 














How much more distribution do 
you need to put your business on a 
high plane of sales and your plant 
going profitably? 


The National Brokerage Com- 
pany can secure distribution for 
you in any section — or in all sec- 
tions — of the nation. It can start 
your sales on the up-grade and 
keep them expanding profitably 
without over-reaching your 
finances. 


NBC service is thorough and 
practical, free from waste and ex- 
travagance—a close-contact serv- 
ice based on sound sales methods. 


Inquiries are invited from man- 
ufacturers of Food Products and 
Grocery Specialties. 


National Brokerage Company 
A National Sales Organization 
Edward M. Power, Jr., President 
OLIVER BUILDING PITTSBURGH, PA. 
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TRANSCRIPTIONS 





STANDARD RADIO Ine. announces 
the following subscribers to its tran- 
scription library: WJBW, New Or- 
leans; KVOD, Denver; KMMJ, Clay 
Center, Neg.; WBNX, New York; 
WKBH, LaCrosse, Wis.; WNAX, 
Yankton, S. D.; KGFG, Oklahoma 
City ; KFYO, Lubbock, Tex.; KOVC, 
Valley City, N. D.; KRRV, Sher- 
man, Tex.; KANS, Wichita; WSIX, 
Nashville. WIBM, Jackson, and 
WOOD-WASH, Grand Rapids, have 
also resumed the Standard library. 


A NEW transcription series an- 
nounced by World Broadcasting Sys- 
tem has been offered on an exclusive 
basis to one station in a city. Titled 
Comic Page of the Air, the series was 
authored by Peter Dixon. Six quar- 
ter-hour programs weekly are includ- 
ed and three separate serials are in- 
cluded in each. The series is de- 
signed for sponsorship by one client 
or three different local non-competi- 
tive clients. 


NBC Thesaurus has signed seven 
more stations: WORC, Worcester; 
KOB, Albuquerque; KANS. Wichita; 
KMAC, San Antonio; KMLB,. Mon- 
roe, La.; KSOO, Sioux Falls; WBAX, 
Wilkes-Barre. To handle its increase 
in business, the NBC transcription 
service has taken larger quarters in 
Radio City. 


THe Pioneer ComMERCIAL 
_ Station In St.Louis 


FIRST in St. Louis 
to broadcast Mid- 
get Auto Racing! 








RADIO AND THE MEN’S STORE 
Marshall Field & Co. Learns How Broadcasts Can Sell 


: One of the Difficult Departments 





“LAY OFF the men’s department 
until you get established,” advised 
Harry Trenner, sales manager of 
WNBF, Binghamton, N. Y., writ- 
ing in the Sept. 1 issue of BROAD- 
CASTING, in offering some sugges- 
tions on landing department stores 
as sponsors. “It’s the toughest 
merchandising job in most stores,” 
he added. 

At the same time, the magazine 
Men’s Wear published a _ success 
story on the results Marshall Field 
& Co.’s Store for Men, Chicago, 
has obtained on its WBBM Musi- 
cal Clock. Up to a year ago the 
Store for Men had used occasional 
announcements but in the summer 
of 1935 it took over a half-hour 
of the morning Marshall Field se- 
ries, using a male voice. Two di- 
rect merchandising announcements 
and three sport flashes are woven 
into the period. 


How It Was Done 


HERE is the way radio has worked 
for Marshall Field’s Store for Men: 

“We have discovered certain 
things which should be of interest 
to the men’s wear retailer. And 
here, briefly, they are: 

“The radio public will respond 
quickly to an item which they 
know is an outstanding value, es- 
pecially if it is presented as a 
‘radio special’ not advertised any- 
where else. Example: We marked 
down 25 dozen English golf balls, 
announced them as a radio special, 
and sold them out in one day, at 
a cost of about 8%. 

“The best direct results are ob- 
tained where the item is low or 
medium priced, is new from a 
style standpoint and has a story 
behind it. They can’t see your il- 
lustration as they do in the news- 
paper ad; they’ll quickly forget 
any dry-as-dust statistics or speci- 
fications you give them; but they 
will remember and act upon some- 
thing that has a story behind it. 

“A splendid example of that is 
the ‘Guayabera’ shirt, adapted 
from the Cuban planter’s jacket. 





We brought it out on a cold, blus- 
tery March day, announced it over 
the radio, told the story behind it, 
and sold enough of them-at $6.59 
to bring our percentage cost down 
to sbout 12% for that promotion. 
And, remember, it was essentiallv 
a warm weather item announced 
on a cold day. 

“From the standpoint of direct. 
traceable results, these items move 
best: Underwear, shirts, ties 
handkerchiefs, hosiery, jewelry and 
pajamas. It is more difficult to 
trace direct results on hats, suits 
shoes, overcoats, topcoats and 
sportswear. But before that con- 
clusion is made final, remember 
this: We announced custom shirts 
at $8 each one day and sold over 
a hundred dollars’ worth, includ- 
ing six to a New York attornev 
who heard the announcement in 
his home on Riverside Drive. and 
sold one custom suit for $115 on 
a similar announcement. 


Proving Its Worth 


“WE HAVE now adopted as a 
general policy this routine: (1 
Each program contains one an- 
nouncement on our regular lines 
of clothing, which we regard as 
an institutional announcement to 
build up our clothing department, 
but on which we do not expect any 
immediate direct response; (2) one 
announcement telling of something 
definitely new in accessories, some- 
thing with romance and color to 
it, and priced in our medium price 
zone; (3) one announcement de- 
livered on the Musical Clock Sum- 
mary at 8:55—always an acces- 
sory item with a price appeal de- 
signed to catch the women instead 
of the men. 

“On special occasions, such as 
sales, style presentations or events 
taking place in the store, we throw 
the weight of our radio program 
behind our newspaper publicity to 
get a double-barreled shot. We 
use it also to tell about special 
service given in our store, which 
would not justify newspaper spac~ 












for BAKERS 


ly Minute Transcriptions 


.. .for LOAN COMPANIES 


$26.00 for 26 clever dramatized skits 


Each skit leads cleverly into your local baker’s or Loan Company’s commercial. 
Superb cast; amusing situations; no two alike; each allows 2 minute for your commercial: 26 dramas 
for $26.00; exclusive use guaranteed; price includes outright use; may be repeated for years to come at 
the same ridiculously low cost—$26.00 for 26 one-half minute dramatized plavlets. 


Quality recording; large 


SEND FOR... 


. svecial presentation records NOW. Deposit of $1.50 each renuired. 
returned in thirty days. 
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Deposit refunded if discs are 


Specify whether you want bakery or loan firm record. 


WALTER BIDDICK COMPANY 


Radio 
568 Chamber of Commerce 


Programs Division 


Angeles, California 
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at existing linage rates, but whig, 
we can afford to announce on the 
radio. We use it occasionally for 
style announcements, and recently 
when we announced the appegp. 
ance of a spring style booklet We 
had mail requests for about 200 
and men and women came into the 
store and took 300 more. 

“But both from an institutiong) 
and direct selling standpoint we 
definitely feel that the program 
has proved its worth, and we plan 
on continuing it indefinitely, Wa 
seem to have developed a trade 
that is pretty steadily with us jp 
spite of weather; and the radio 
we think, must receive some share 
of the credit.” 





Medical Space Carried 
By Newspaper Applicant 
Is Noted by Examiner 


THAT FCC examiners are taking 
into account the service and quali. 
fications of newspaper applicants 
for new station facilities by ap. 
praising the newspapers them- 
selves, was revealed in the recent 
report of Examiner John P. Bram. 
hall, recommending denial of the 
application of the Times-Dispatch 
Publishing Co., Richmond, for a 
station on 1500 ke., with 100 watts 
full time. 

Recommending denial primarily 
on the grounds of interference 
with other stations as well as the 
conclusion that adequate service 
now is being rendered, Mr. Bran- 
hall, however, mentioned patent 
medicine advertisements in the 
Times-Dispatch. “Evidence was in- 
troduced,” he said, “showing the 
applicant publishing company was 
carrying in its columns _ patent 
medicine advertisements of alleged 
remedies, some of which have run 
afoul of an Act of Congress * * * 
(Federal Trade Commission Act), 
and have been the subject of cease 
and desist orders.” 

Mr. Bramhall brought out also 
that the two commercial stations 
in Richmond, WRVA and WMBG, 
have endeavored to and have given 
time to various organizations, both 
educational and civic, “but their 
facilities are controlled by con- 
tracts with chain organizations to 
a considerable extent, and they are 
therefore not in position to allot 
a fixed time over long periods. To 
this extent the present radio fa- 
cilities for local programs are 
much restricted.” 





Cheerio for Sonotone 


SONOTONE Corp., New York 
(hearing aids), has signed Charles 
Fields, who has broadcast for a 
decade as Cheerio, for a transcon- 
tinental NBC-Red program, start- 
ing Sept. 29, Tuesdays, 4-4:15 
p. m. Cheerio has been a top sus- 
taining artist for NBC, broadcast- 
ing inspirational comment. The 
talent contract was placed by 
Bruce Chapman- Jesse Butcher 
Inc., New York, through Topping 
& Lloyd Inc., that city, Sonotone 
agency. The program will be called 
Cheerio’s Musical Mosaics. 











SPOT IT in 
WESTERN Montana 
The BEST CROPS IN YEARS. 


1000 Watts KGVO Missoula 


1260 Ke. Montana 
Columbia Broadcasting System Affliate 
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PAN-AMERICAN ANNIVERSARY—For three years WSM, Nashville, 
has been broadcasting at 5:08 p. m. the whistle of the Louisville & Nash- 
yille’s crack train as it passes the WSM tower. On the third anniver- 
sary a special broadcast was shortwaved from the moving train. Here 
are Harry Stone, WSM manager (right); Jack Harris, announcer (at 
microphone); Jack DeWitt, chief engineer vom gS on elbow); Aaron 
Shelton, engineer (at the controls). At left are T. E. Burwell and J. S. 
McGinnis, of the Louisville & Nashville staff. 


CALDWELL DOUBLES 


ITS STATION LIST 
DR. W. B. CALDWELL Inc., Mon- 
ticello, Ill., (Syrup of Pepsin) is 
greatly expanding its list of sta- 
tions for Monticello Party Line, 
five-weekly quarter-hour transcrip- 
tio series which begins its second 
year Sept. 21. The list of 25 sta- 
tions will be doubled in campa «> 
designed to triple the present audi- 
ence, according to Maxwell R. 
Hott, vice president and general 
manager of Caldwell. Mr. Hott 
predicts the augmented territory 
will be directly reflected in in- 
creased sales, the original station 
list having created mail records 
[BROADCASTING Aug. 15]. 

All but the Atlantic states are 
covered by the new campaign, most 
of the additions being in the South 
and Northwest. Transcriptions are 
recorded by Columbia Phonograph 
Co, Chicago, and Cramer-Kras- 
selt Co., Milwaukee, is agency. 

Among stations added to the 
Caldwell campaign are: WGR, 
WCKY, WHK, KRLD, WOC, 
WSOC, KMMJ, WBNS, WHIO, 
KLZ, WJR, WJ AX, KMBC, 
WNOX, KHJ, WMAZ, WLAC, 
WWL, WOW, WCAE, WTAD, 
WPTF, WRVA, WDBJ, WTOC, 
KJR, WDAE. The Chicago outlet 
will be shifted to WLS. 





Buying New York Time 


IN ADDITION to serving as pub- 
licity counsel, J. Lewis Associates, 
New York, is also functioning as 
an advertising agency and is buy- 
ing radio time for the Republican 
Radio Council, New York, and 
Russeks, New York department 
store. The Republican Council, di- 
rected by Lambert Fairchild, is 
purchasing quarter-hour programs 
once weekly on a different New 
York station each week. The de- 
partment store on Sept. 7 started 
a series of weather announcements 
on W2XR, New York, three times 
every day. The announcements 
promote the store’s fall line of 
furs and will continue on an in- 
definite schedule. 


Fendrich Cigar Discs 


H. FENDRICH, Evansville, Ind., 
is placing dramatic disc announce- 
ments in the Midwest for its La 
Fendrich cigars. Columbia Phono- 
graph Co., Chicago, is cutting the 
transcriptions, which include a 
snatch of Javanese music, voice of 
a girl in dialect explaining the 
merits of Java tobaco, and a com- 
mercial, all within a minute. Fend- 
rich recently had a tieup with the 
Walgreen drug chain sponsoring 
baseball on WGN, Chicago. Mc- 
Junkin Adv. Agency, Chicago, has 
the account. 


COVERING 


THE 


TACOMA 


SEATTLE 
MARKETS 





' Increase to 5,000 Watts 
9X: Broadens Coverage 
3 Xe ; 
‘e) KVI by early fall will have a new trans- 
| 


FREE & SLEININGER NC. ty mitter on salt water halfway between 
Pioneer CBS Station in 


Seattle and Tacoma with increased d 
Volonal Represcalalives f 
Pacific Northwest 


ae) time power of 5,000 watts, night 1,0 
BROADCASTING © Broadcast Advertising 


0 
watts. Sell Tacoma and Seattle at ONE 
low cost. 


Slight Reduction Made 
In AT&T Line Charges 


RECENT press reports of a sub- 
stantial reduction in telephone pro- 
gram transmission rates, based on 
a tariff filed with the FCC Sept. 4 
by the New York Telephone Co. 
have been branded erroneous by 
FCC officials. The tariff, which calls 
for a separate transmitting sta- 
tion connection charge for Sched- 
ule A broadcast channels, consti- 
tuting a reduction where the broad- 
caster has less than four connec- 


.tions, is designed to establish a 


new connection rate for broadcast- 
ing stations which originate wire 
programs. 

The New York Telephone Co. 
tariff merely conforms with a sim- 
ilar schedule filed by the A.T.&T. 
several weeks ago because of pos- 
sible new broadcasting uses by 
stations which only transmit. 
Other Bell telephone companies 
are expected to file similar rates. 
The new tariff is effective Oct. 1. 

During the past year, the A.T.&T. 
and Bell companies have been re- 
vising and clarifying the language 
of broadcast tariffs to conform to 
station needs. Another revision was 
the elimination of the so - called 
“back haul” charge which lowered 
the cost of wire service consider- 
ably for approximately a dozen 
stations in different sections of the 
country. This revision of the back 
haul rate resulted from a com- 
plaint against the A.T.&T. bv 
WCOA, Pensacola, Fla. 





WHIO, Dayton, has installed a Crys- 
tal Studio on the mezzanine floor of 
Rike-Kumler Co., largest Dayton de- 
partment store. 








It Was Mad 


JAMES MARTIN, of Lul- 
ing, Tex., was stopped re- 
cently while driving his 
truck, and was told: “‘They’ve 
been broadcasting for you in 
San Antonio. Were you bit- 
ten by a dog?” “Why, yes,” 
said Martin. “Well,” he was 
told, “that dog had rabies. 
You’d better get to a hos- 
pital.” Which he did, and a 
few hours later drove to San 
Antonio to thank Ken Mc- 
Clure, WOAI news editor. All 
the way back to San Antonio 
he was stopped by persons 
warning him of his predica- 
ment. 








RUALT FOR LOGINS 
PONSORSHIP 


LANG-WORTH 


FEATURE PROGRAMS 


420 Madison Ave 
New York 
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annocuncea 


Of 
‘WATTS DAY 


1000 WATTS NIGHT 
ON 930 Kcs. 


Now operating with NEW High Fidelity 
RCA 5-C Transmitter—NEW 312 ft. Blew- 
Knox Vertical Radiator — NEW transmitter 







Virginia. 


WDB 


ROANOKE, 


5000 


building in new improved location. 


Only network station in western portion of 


x 


’member of THE COLUMBIA BROADCASTING SYSTEM 
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view, which was broadcast after some Will be school days, waterfront, 200, WIBM, . 
delay caused by heavy transatlantic City Hall, newspaper offices. Dayton; 
telephone traffic. ” nia 
EARLE C. ANTHONY Ine. on Aug, | WEST, E 
‘ — : : 31 observed the installation of the Pa.; WAZ 
EN ane pone > ae Jubilee On new transmitter of KECA and an in- Wilmingt: 
made its dat Gn Cen: tae ta crease in aged to 5000 watts by waukee; | 
work recently and is heard Mondays ‘St®8!ng a eee Senne, gh WLEU, 1 
a ae > : studios, and a barbecue at its new City: W! 
through Fridays, 5:30-6 p. m. ee ee ; hi ity; 
Soe i : , ransmitter. The broadcast, which 
feature is one of the most popular ya carried the NBC-Blue Cumberla 
cowboy programs in the western a ick oak a town, Md 
| area. Ultimately it may be taken by work, included such celebrities as aa 
al Mutual, according to KHJ. Amos 'n’ Andy, Bob Burns, Ben Conn. 
ry in China = ae id — Alexander and screen stars as well as 
h we still won’t be hear OFFICES of the United Press in ®FI-KECA staff members. , 
Even thoug ht a swell Charlotte, N. C., have been moved NBC, KFI and KECA staged their WCKY 
2 ? just gone and boug into one of the WBT offices in the first annual golf tourney at the Hol- WCKY. ¢ 
or Mexico, we ve yu " hat’s a Wilder Bldg. Cecil Carmichael is  lywood Country Club ‘Aug. 31, Sid . : 
= lit transmitter tha chief of the Charlotte U. P. bures Goodwin, program manager of NBC, with the 
Ww RCA high-fidelity b set up especially to service WBT winning the perpetual low gross a petition 
ne h! Thus we now offer two bar- sponsored broadeasts. trophy. Robert Brooke, engineer; — fr 
. Eg ele ae oS : - Cameron Prud’homme, player; Sidney nght to 
honey bunc - In addition to WWVA, Wheeling, set a new record Dixon, sales manager; {racy Moore, 25,000 ws 
* $ nst ad of the usual one: . for its WWVA Jamboree Aug. 29 salesman; Harry Jackson, orchestra ready ha 
gains inste s etro olitan, when nearly 1,800 paid to watch the director and John Swallow, studio tion pend 
fferi of a big, m P program, bringing the August total manager, won other trophies and h 
the permanent offering 9 t our of paid admissions to 11,284. It was prizes. Eddie Holden (Frank Wa- Gat the b 
low cost, we ve go the 177th consecutive performance of —tanabe) was the luncheon host. and 25,00 
NBC audience at a very the Jamboree, held in the Wheeling ke. high-y 
> d fi a uick sale eee Market Auditorium, which seats only THE Morris B. Sachs Amateur Hour, granted 1 
emitter price or q 1,600. now heard on WENR, Chicago, start- in part 
former tran ‘ h! ed on its third year of consecutive tion of th 
° li e boys—don't pus broadeasting on Sept. 6. During its plication 
Now stay in line, d time on the air, it is estimated more . 
P n than 50,000 aspir. *ts for radio star- 
National non. abso FOOTBALL ce dom have been auditioned for the 
ER, INC. open show, out of which 1,500 have been 
FREE & SLEINING ‘ other Sports } ith heard during the last two years. The 


hip wi 1 program is placed through Schwim- 
oCHMAN ane mer & Scott, Chicago. Sachs is one 
‘ \ 


sponsors 





WALT i : : of the largest advertisers on the air. 
xy MAaRrGET spending a large share of its total 
MANNY 7 x 7 
NLAN + o best sports advertising appropriations on Chicago Myst 
> ‘ <a haaeae i 
The {Ww as n the stations. yste 
announe t barn Cleveland, has leased Hanna L 
3 West. Theatre for its Sunday afternoon ive 
Middle sponsored community sing and ama- 
teur program. A special control room For C 


will be built on the stage. Amateur 
acts will be confined to novelty acts 
THE SPORTS and instrumentalists. Syndi 

STATION 


of the 

MIDDLE NN Roosevelt v. Landon 

WEST Yale v. Harvard 
Lewis v. Green 


W 9 x BY* NEWS is your best bet this fall. in 


TRANSRADIO 
KANSAS CITY, MO. __) | hee 
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INCORPORATED 


LOUISVILLE, KY. 
1000 WATTS .-- gho K. C. 
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TRANSRADIO WIRE 
SYSTEM EXPANDED 


TRANSRADIO PRESS has started 
a fifth leased trunk wire to carry 
its radio news service to new cli- 
ents in the East. The circuit ex- 
tends from New York to Milwau- 
kee, carrying the full 18-hour elec- 
tric printer service to stations in 
Pennsylvania, Ohio, Indiana, IIli- 
nois and Wisconsin. This is the 
second westward circuit to be es- 
tablished by Transradio. Another 
cdreut runs through New York, 
Pennsylvania, Ohio and Michigan. 

The expansion of Transradio’s 
trunk wire system, the organiza- 
tion stated, reflects the vast 
growth in sponsorship of news 
programs, which are particularly 
in demand for autumn because of 
the national election campaigns 
and football. Transradio and its 
affiliate, Radio. News Association, 
are how serving news to more than 
915 clients, according to Herbert 
Moore, president. 

Transradio’s previously estab- 
lished leased circuits run from New 
York to Georgia, from New York 
through the New England states 
and from Seattle through the Pa- 
cific Northwest. New evidence of 
the passing of radio’s usual sum- 
mer slump is found in the fact that 
Transradio signed 51 new clients 
during the summer months, ex- 
dusive of contract renewals. 
Among them were: CKLW, De- 
troit; WJIM, Lansing, Mich.; 
WIBM, Jackson, Mich.; WSMK, 
Dayton; WGAL, Lancaster, Pa.; 
WEST, Easton, Pa.; WORK, York, 
Pa.; WAZL, Hazleton, Pa.; WDEL, 
Wilmington, Del.; WEMP, Mil- 
waukee; WSPR, Springfield, Mass.; 
WLEU, Erie, Pa.; WPG, Atlantic 
City; WMIN. St. Paul: WTBO, 
Cumberland, Md.; WJEJ, Hagers- 
— Md.; WNBC, New Brita‘n. 
omn. 





WCKY Seeks More Power 


WCKY, Cincinnati, on Sept. 3 filed 
with the FCC Broadcast Division 
a petition seeking an increase in 
power from 5,000 watts day and 
night to 10,000 watts night and 
2,000 watts day. The station al- 
ready has a 50,000 watt applica- 
tion pending, but the petition asks 
that the boost to 10,000 watts night 
and 25,000 watts day on its 1490 
ke. high-power regional channel be 
granted upon reconsideration and 
i part, pending final determina- 
tion of the original 50,000 watt ap- 
Plication. 





KLZ SCORNS FIRE 


Programs Go On as Usual as 


-—_——Fire Sweeps Studios 


WHILE firemen were still fighting 
a blaze in the studios of KLZ, 
Denver, Aug. 28, Manager J. I. 
Meyerson already had a crew of 
laborers cleaning up debris and 
the station lost only two seconds 
of time despite destruction of the 
studios. Reconstruction was start- 
ed immediately on a 24-hour sched- 
ule, all studios being rebuilt and 
redecorated. 

The fire started in a ventilating 
system in the observation room of 
Studio A and _ spread quickly 
through the ducts, filling every stu- 
dio with dense smoke and gas. 
Firemen had to pull down all false 
ceilings and walls to get at the 
blaze, bringing it under control 
within three hours. 

Meantime the KLZ staff stuck 
to its duties. Jerry Pecht, produc- 
tion man, suffered from effects of 
smoke and gas after dashing into 
Studio B to recover copy and mi- 
crophone. Pecht, along with Mark 
Hansen, announcer, and Lee Wee- 
lans, production chief, hustled to 
the new 5 kw transmitter to make 
the 6 p. m. station break, and han- 
dle evening broadcasts. A tempo- 
rary studio was set up in Mr. Mey- 
erson’s office. 

Not a commercial was missed 
and few of the KLZ audience knew 
of the fire until Mark Hansen gave 
an account of it later on. By the 
following morning the studios were 
scrubbed and cleaned and business 
went ahead as usual. Others who 
suffered from smoke and gas were 
Roy Sorenson, maintenance man. 
and Elizabeth Carey, switchboard 
operator. 


Swift Returns on CBS 


SWIFT & Co., Chicago (Sunbrite 
cleanser) will return the Sunbrite 
Junior Nurse Corps program to 
the air on Oct. 12 on 21 CBS sta- 
tions, Mondays, Wednesdays and 
Fridays, 5-5:15 p. m. with re- 
broadcast at 6 p. m. Program will 
originate from Chicago and is 
signed for 28 weeks. Stack-Goble 
Adv. Agency, Chicago, placed the 
account. 











ORAL arguments on the protests 
of the Wichita Falls and other 
nearby chambers of commerce 
aga'nst the proposed removal of 
KGKO into Fort Worth, there to 
become the NBC-Blue outlet, have 
been scheduled before the FCC 
Broadcast Division on Sept. 17. 
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—————_ A Complete Range of 


Mystery—Homemaking and Fashions—Sports—Motoring 


Live Program Scripts by writers “Who Know How!” 
For One-Man production e for Everyone e for Any Hour. 


Syndicated — allowing us to give Territorial Protection 
yet sell these Daily Scripts at Low Prices. 


“HITCH YOUR STATION TO A STAR” 
STAR RADIO PROGRAMS 


250 PARK AVENUE NEW YORK CITY 


Standard Continuity 
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Robert Bolling Is Named 
To Head Chicago Office 


Of JohnBlair & Company 


APPOINTMENT of Robert Bolling 
as sales manager in Chicago for 
John Blair & Co., station repre- 
sentatives, was announced Sept. 4 
by John Blair, president of the or- 
ganization. He replaces George F. 
Isaac, who recently resigned as 
vice-president and general sales 
manager, the latter post having 
been assumed by Murray R. Grab- 
horn, New York vice president 
and manager. Mr. Bolling is the 
brother of George Bolling, Blair 
vice-president in charge of the De- 
troit office. 

Simultaneously Mr. Blair made 
known that his organization will 
continue to represent KNX, Los 
Angeles, in spite of the sale of 
the station to CBS. An agree- 
ment has been entered into, he de- 
clared, whereby Radio Sales Inc.. 
CBS representation organization 
for its owned and operated sta- 
tions, will work with the Blair or- 
ganization for KNX, in order to 
familiarize itself with the sales 
task. After April 1, 1937, at which 
time the Blair contract for KNX 
representation expires. Radio Sales 
may take over full representation. 

The Blair organization repre- 
sents both KNX and KSFO, San 
Francisco, the latter station also 
to become a CBS outlet at the end 
of the year. In the Sept. 1 issue 
of BROADCASTING it was revorted 
that Radio Sales had taken over 
KNX representation along with 
that of WEEI, Boston, which CBS 
recently leased. This statement 
was in error insofar as KNX rep- 
resentation is concerned. 





NEITHER CAN 
YOU NAIL 
BUSINESS OR 
BUILD SALES 
IN WESTERN 
MONTANA 


KGIR 


BUTTE:MONTANA 


JOSEPH McGILLVRA WALTER BIDDICK CO. 
NEW YORK: CHICAGO © PACIFIC COAST 








CLEAR CHANNEL 





KEX—Oregon’s most powerful Radio Station (5000 
watts both day and night)— operates on 1180 K.C.—the 


only clear channel in the State. 


If you want to blanket the Portland market area—with 
a good measure of “outside” coverage thrown in—here is 


the Radio Buy of Buys! 


KE X 


5000 WATTS—1180 KC. 


NBC Blue Network 
The only station in Oregon operating on a.clear channel. 





The Radio Service of The Morning Oregonian, Portland, 
Oregon, also operating KGW (NBC Red Network) 





Representatives: Edward Petry & Co.,Inc., New York, Chicago, Detroit, San Francisco 
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nock! 
nock! 


Who’s there? 
John! 


John who? 


John 
Blair 
& Co. 


NEW YORK CHICAGO 
DETROIT 
SAN FRANCISCO 


WWVA’s newly appointed 


station representatives 
* 


We have commissioned the 
John Blair organization to 
knock at the doors of Na- 
tional Radio Advertisers 
with our remarkable story 
of friendly service to 308,- 
210 radio equipped homes 
in Eastern Ohio, Western 
Pennsylvania and Northern 
West Virginia. 


Give your sales message to 
the “Friendly Voice From 
Out of the Hills of West 
Virginia” and get action 
aplenty. 








West Virginia 
Broadcasting Corp. 


Hawley Building 
WHEELING, W. Va. 





— Columbia Station 








5000 WATTS 


WW VA! 


I1G6O KILOCYCLES 





Analysis of Rural Listening Habits 


(Continued from page 7) 


listeners prefer to listen to clear- 
channel stations, of which there 
are 95, taking into account part- 
time (usually daytime) outlets. 
The dominant stations are those 
operating exclusively at night on a 
channel with power of not less 
than 5,000 watts, but most of 
which use 50,000 watts. This class 
of station was created in 1928 for 
the primary purpose of prov-d- 
ing rural coverage. Originally 40 
night-time clear channels were set 
aside, but the number since has 
been reduced to 29 by “break- 
downs” due to authorized dupli- 
cate night operation. The results 
of the survey tell why such sta- 
tions are necessary if the bulk of 
the non-urban population is to re- 
ceive radio service. 


Regional Preferences 


IN THE next category were re- 
gional-channel stations, of which 
there are 277. The analysis showed 
that 20.6% of the listeners pre- 
ferred such stations, which during 
the daytime as a rule have far 
greater coverage than at night. 
This is true because they are 
hemmed in by signals of other sta- 
tions on the same channels at night 
and because of their normally 
higher daytime power. 

Significant in the post-card re- 
turns, however, was the marked 
tendency of farm listeners to show 
loyalty for their closest station, 
whether or not it happened to be 
the one laying down the best sig- 
nal. In other words, the theory 
that listeners tune their home sta- 
tions first was borne out. Farmers 
reporting from the outer fringes 


of cities having regional or local 
stations almost invariably named 
their “home stations” as first or 
second preference. 

But the reason for the 75% 
showing in favor of clear-channel 
stations, it is deduced, grows out 
of the fact that broad stretches of 
the country are penetrated chiefly 
by the stations with power wallops 
on clear waves, especially at night. 
On the regional channels, stations 
are authorized generally to use a 
maximum of 1,000 watts night 
power and 5,000 watts day where 
possible, and there are from four 
to 10 stations per channel. 

Except for local stations situ- 
ated in the heart of rural com- 
munities, they do not cut any ap- 
preciable figure in farm prefer- 
ence, according to the FCC analy- 
sis. There were 256 of these sta- 
tions on the six channels allotted 
them at the time of the survey, 
and they drew only a 2.1% first 
preference nationally. Such sta- 
tions are limited in power to 250 
watts daytime and 100 watts night, 
and by virtue of their limited 
power can cover only localized 
areas, except in cases of freak 
propagation. 

Yet, the same tendency to class- 
ify such “home stations” first be- 
cause of loyalty, civic interest and 
local appeal was strongly mani- 
fested in the post-card replies. 

The post-card questionnaire re- 
sults checked almost to the frac- 
tional percentage point with the 
listener preferences received by ra- 
dio inspectors in their tours of the 
countryside .and in their inter- 
views with typical farm listeners. 





THE MOST 


POWERFUL 


STATION 






between 


St. Louis 
Dallas and 


Denver 


Covers the Heart of the Triangle 


25,000 WATTS 


NATIONALLY 
CLEARED CHANNEL 


COMPLETE NBC 


PROGRAM SERVICE New York 


V 


More population, more radio sets and 
more spendable income than any other 
Oklahoma station, with extensive cover- 
age in Kansas, Missouri and Arkansas. 


EDWARD PETRY & CO., Nat'l Representatives 


Chicago Detroit San Francisco 
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There were 3,000 inquiries 

by the inspectors, who toured per 
ticular areas in FCC test cars cop. 
taining apparatus for field intengi. 
ty measurements and for checkin 
station operations. g 


What Inspectors Learned 


FOR EXAMPLE, they found that 
in 945 cases, or 75.1%, the rural 
listeners preferred clear - channel 
stations; in 278 cases, or 22.69, 
they preferred regionals; in 9 
cases, or 2.3%, they preferred |p. 
cals. As second choice 826, or 
71.3%, named clear; 312, or 279, 
named regionals; 20, or 1.7% 
named locals. As third choice 593 
or 72.4%, named clears; 208, i 
24.6%, named regionals; 25, or 
3%, named locals. Thus, the total 
for the three positions was 2,369 
rural residents, among whom 
73.3% preferred clear-channel sta. 
tions; 793 or 24.5%, preferred re. 
gionals; 63, or 2.2%, preferred 
locals. 

That farmers spend money for 
radio receivers, and generally keep 
them in good condition was indi- 
cated in the post-card responses, 
For example, it was found that 
perhaps 50% of the sets in use on 
the farms in question were “good 
sets” comparable to those in ur- 
ban areas. About one-fourth of 
the sets at the time of the survey 
were of 1929 vintage or earlier, 
but in 1934 there were new set 
purchases amounting to 21.6% of 
the total. When it is considered 
that the survey was made in the 
spring and winter of 1935—during 
which year there were unquestion- 
ably large farm set purchases—it 
is concluded that the average of 
“modern” sets on farms probably 
now exceeds 50%. Here is what 
the FCC said about sets in use: 

“The tabulation of the year of 
manufacture of the radio receivers 
indicates that approximately 75% 
of the receivers in use at the time 
of the survey were purchased be- 
tween the years 1930 and 1935 in- 
clusive, and approximately 50% 
between the years of 1932 and 
1935. The low percentage of 1935 
receivers is due to the fact that 
the survey was concluded by 
March 1, 1935, and consequently a 
very small percentage of 1935 re- 
ceiver sales were included. The 
analysis according to the number 
of tubes used by each receiver, 
which indicates 69.9% had from 
five to seven tubes, may be taken 
as showing the average receiver to 
be a superheterodyne of fair qual- 





New Programs 
Serving 
New Sponsors 


Prove 


WROK Serves 
Rockford and the 
Rock River Valley 

Profitably and Economically 


WROK-Rockford, Ill. 
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ity. This belief is further strength- 
wea by the fact that 75% of the 
receivers were manufactured sub- 
sequent to 1930. 


Listening Trends 


IN ANALYSING the table of 
listener preference according to 
states, based on the post-card ques- 
tionnaire, the FCC made several 
illuminating observations. These 
paragraphs are as follows: 

“The table of listener preference 
according to states gives an indication 
of the relative effectiveness of sta- 
tions of the various classifications in 
rendering rural coverage in different 
states, and when compared with the 
station and frequency assignments 
within or adjacent to each state much 


interesting information results. In 
the thickly settled eastern and south- 
em states, even though there are 


many broadcast stations of the re- 
gional and local classification operat- 
ing, a high percentage of the rural 
listeners preferred service from clear- 
channel stations. 

A notable exception is the State of 
Rhode Island, which shows a prefer- 
ence of 57.1% for regional stations. 
(This is easily explained by the size 
of this state which is effectively cov- 
ered by regional stations located in 
Providence). Another exception is 
the State of Florida, which shows a 
preference for clear-channel stations 
considerably below the average, due 
to the effective service rendered by a 
low-frequency regional station located 
in the west-central section of the 
state. Tennessee and Mississippi are 
also somewhat below the average for 
the eastern and southern states be- 
cause of service rendered by regional 
stations located at Memphis, Nash- 
ville, Chattanooga and Knoxville. 

The north-central and northwestern 
states show a preference for clear- 
channel stations consistently below 
the national average because in these 
areas there are fewer clear-channel 
stations, interference conditions on 
the regional assignments are not as 
severe as in the eastern section of 
the United States and service is re- 
ceived even at nighttime from regional 
stations located at considerable dis- 
tance from the listener. The out- 
standing example of this situation is 
North Dakota, which shows a prefer- 
ence of 48.5% for regional stations, 
this being due to the effective cover- 
age of this area by the station in 
Bismarck [KFYR]. It should be 
pointed out that in every state in 
which the preference for clear-chan- 
nel stations is considerably below the 
national average it i¢ traceable to the 
effective service rendered by one or 
more low frequency regional stations 
within the area. It should be_ re- 
marked on the other hand that fre- 
quently the first, second, third and 
fourth choices of the listener were 
clear-channel stations. 

“A tabulation of listener preference 
by stations and states indicated that 
the four stations most frequently 
named as the first choice of the lis- 
tener were all clear-channel stations 
in 31 states and that when a regional 
Station appeared among the first four 
it was almost invariably a low fre- 
quency station as discussed in the 
previous paragraph. 

“With only three exceptions, the 
first choice of the listeners in each 
state was a clear-channel station. 

“A clear-channel station of 500 kw. 
power [WLW] was the first choice of 
listeners in 13 states. The states 
showing this preference ranged from 
Michigan to Florida and from Vir- 
fina to Arkansas. In six additional 
States, among them Texas, this same 
station appeared as second choice. 

‘The first choices of listeners in 
the Territory of Alaska and the Ter- 
ritory of Hawaii were clear-channel 


stations located in the Southern Cali- 
fornia area.” 


Technical Aspects 


THE ENTIRE survey was con- 
ducted under the immediate super- 
vision of Andrew D. Ring, Assist- 
ant Chief Engineer in charge of 
broadcasting activities. Technical 





FCC Preference Survey 
OF RURAL AUDIENCE 








FOLLOWING is the FCC’s computa- 
tion of rural listener preferences based 
on a post-card survey to which there 
were 32,671 usable answers. The sur- 
vey is currently under attack because 
it was confined to deep rural areas in 
which there is a minimum of regional 
or local station coverage. Non-clear- 
channel stations believe that an im- 
partial result can be procured only if 
another survey designed to elicit re- 
sponses on regional and local station 
coverage is made, and particularly one 
which will include farm areas adja- 
cent to cities. 


National rural listener prefer- 
ence by channels: 


No. Stations 


% Licensed 
Clear Channel -----~-~- 76.3 95 
Regional Channel --__-_-20.6 277 
Local Channel ----~--- 2.1 256 
1.0 


National listener preference by 
states: 


Clear Regional Local Foreign 
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phases of the clear-channel analy- 
sis were accomplished in collabora- 
tion with the NAB, with James C. 
McNary, former technical direc- 
tor, as the coordinator. 

In the purely technical phases 
of the survey, the FCC draws no 
conclusions, but simply supplies 
the information to the industry 
for whatever deductions it may 
care to make at the time of the 
Oct. 5 reallocation hearings. At 
those hearings, too, the FCC will 
set forth its views as to what the 
survey shows and also advance 
suggestions as to how allocations 
may be improved in the light of 
this information. 

The radio inspectors in their 
test card, recorded signal strengths 
and contours of four clear-channel 
stations, 123 regional stations and 
44 local stations. They found that 
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the present empirical standards of 
the FCC as they relate to the 











service and protection of station 
signals on duplicated channels are 
in substantial agreement. 

The most important part of the 
survey from the technical stand- 
point was that pertaining to re- 
cording of the signal strength of 
clear-channel stations, automatic 
recorders having been tuned to 
these channels to make continuous 
records of the field intensities or 
received signals. A total of 58 
field intensity recorders at 11 lo- 
cations was employed in checking 
signal strength on these recorders, 
showing the phenomena encount- 
ered in connection with the recep- 
tion of radio waves from distant 
broadcast stations. The records 
included various conditions of. re- 
mote reception, showing fading, 
interference, seasonal variations 
and other technical observations. 

These recorders were operated 
24 hours a day and tuned at differ- 
ent times to all 40 of the originally 
allocated clear channels. From 
these continuous field intensity re- 
cordings and from the analysis of 
them, the FCC reached certain def- 
inite conclusions respecting wave 
propagation based on information 
never before available. Informa- 
tion on both primary and sec- 
ondary coverage of clear-channel 
stations was procured. 

The advantages of low frequen- 
cies over higher frequencies was 
distinctly shown in the signal 
strength measurements, and, ac- 
cording to engineering opinion, the 
technical study as a whole substan- 
tiated previous theory that fre- 





quency is as important a factor as 


No Drought 


in the $400,000,000 
trading area surrounding 


Spokane 


Washington 
—and the pioneer 
broadcasting station 


KRY 


COMMANDS 





in this region . . . with 
« MORE 
13% listeners 


than the first competing 


outlet ... and with 
9 MORE 
% listeners 


than all other Spokane 
radio stations combined. 


FACTS that you can 
verify through KFPY 


& 
REPRESENTATIVES 
J. H. MeGILLVRA. 485 Madison 


Avenue, NEW YORK... an 
Palmolive Bidg., CHICAGO 
WALTER BIDDICK CO., 568 Chamber 


of Commerce Bidg., LOS ANGELES 
and 601 Russ Bidg.. SAN FRANCISCO 








power in primary station coverage. 
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WBNxX programs are based 


the nationality character- 


istics of the MELTING POT 
of the World! 


DATA FROM FIFTEENTH CENSUS OF THE UNITED STATES 
FOR THE NEW YORK METROPOLITAN DISTRICT — 1930 





Total 





FOREIGN POPULATION | 











AREA | a ee oo, 
| Population | Population and Mixed Foreign | Foreign 

Parentage | Born 
Metropolitan District ......... | 10,901,424 3,368,554 4,291,169 3,222,426 69% 
New York Division ......... 7,986,368 2,284,715 | 3,157,644 2,527,286 71% 
Se DW SI cecdvicscasnsc 6,930,446 1,832,906 2,788,625 2,593,200 77% 
: SD been teisancscens 1,055,922 451,809 233,866 57% 


369,019 





Programs 


(Gs Write for details on English and Foreign Language 
with Established Listening 


Audiences 





SPEAKS THE 


LANGUAGE 





OF YOUR 


PROSPECT 


A NEW APPROACH TO THE NEW YORK MARKET 


September 15, 1936 ¢ Page 51 








ut) 


Cleveland + 610 Kilocycles 

























We Welcome 
TEST 
CAMPAIGNS! 


Most of our national ac- 
counts come to us on a 
“test” basis—and we’re glad 
to show advertisers and 
agencies alike just what we 
can do for their sales in this 
rich market. 


And perhaps that’s why 
we’re known as “the Station 
that Gets RESULTS.” 


Ask for WJAY’s “FACTS” 


EDYTHE FERN MELROSE 
Manager WJAY Cleveland 
Carnegie Hall CHerry 0464 


THE STATION THAT GETS RESULT 





A: 


“2 BALTIMORE 


_ National Representatives: 
EDWARD PETRY & CO. 


NEW YORK © CHICAGO « DETROIT 
SAN FRANCISCO 
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An Agency Corrects 
To the Editor of BROADCASTING: 


Would you be good enough to 
make a correction in the next issue 
of BROADCASTING? On page 58 of 
the September 1 number, you re- 
port Pacific Coast Borax Com- 
pany’s program switching to Fri- 
day time on October 2. This change 
is actually occurring tomorrow, 
September. 4. Please note. 
MARGARET E. JESSUP, 
McCann-Erickson Inc., 
New York City. 

Sept. 3, 1936. 





Rate Gullibility 


To the Editor of BROADCASTING: 

So strongly has the fact been 
brought to my attention that 100- 
watt radio stations are having 
their rate structures broken down, 
that I am writing you in the hope 
that some executives of 100-wat- 
ters will seriously consider the 
subject. 

Having been employed in the 
advertising department of a news- 
paper for several years prior to 
coming to radio work, I am fa- 
miliar with the problem that the 
average newspaper of today faces 
with relation to their local and na- 
tional rate difference as well as 
their milline rate. Faster than the 
average station owner realizes, 
that same problem is settling over 
this new medium. The situation 
is such that many advertisers 
have no respect whatever for the 








listen to- 


MARYLAND'S PIONEER BROADCAST STATION 


Y WFBR 


BASIC N.B.C. RED NETWORK 
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rate cards of the smaller stations. 

During July a small truck cir- 
cus played a number of towns 
within the radius of WMFG, dur- 
ing which time we solicited the 
manager of the show for radio 
time. Upon learning that our open 
daytime rate per announcement 
was $3.33 he practically went up 
in arms. He claimed the average 
rate he had been paying on 100 
watters throughout the Midwest 
was $1.50 per announcement with 
the highest price $2 and the low- 
est $1. Of course our salesman 
was not successful in selling the 
time, but the main point is this: 
When a circus, carnival or any 
sort of traveling show places lin- 
age in a daily or weekly newspa- 
per, they pay the amusement rate, 
the highest rate on the books of 
that paper, in most cases almost 
50% greater than the regular local 
rate. And when you consider that 
most 100-watt owners are so 
afraid to pass up a few dollars 
that they let these shows use the 
lowest or almost lowest bracket of 
their rate card, then it is time to 
stop such abuse. 

With business showing a spurt 
no doubt some stations are on the 
right side of the ledger for the 
first time and should be able to re- 
sort to sounder tactics in solicita- 
tion. Such people as traveling old 
gold buyers, fur peddlers and the 
like are playing one station against 
the other to get ridiculously low 
rates. One representative of a fur 
house selling door-to-door told the 
writer he paid as low as 65 cents 
for a 100-word announcement on 
a small station. 

In fact a $1 rate for 150 words 
is common. If station operators 
are not thinking of their own 
business why jeopardize the entire 
industry for years to come. We 
have a good medium that will 
stand up with any of them; then 
why not get our just dues for pro- 
ducing just as good if not better 
results than other media. Let’s re- 
spect our rate cards in the future 
and we'll get far more respect 
from advertisers in years to come. 

H. S. Hyett, Manager, 
WMFG, Hibbing, Minn. 





New Promotion Firm 


BUSINESS DEVELOPMENT 
Corp., RCA Building, New York, 
has been formed to function in 
three fields—public relations, sales 
expansion and product design and 
development. The new firm will 
produce radio programs. Officers 
are: Carl W. Drepperd, president; 
Allen Zoll, executive vice presi- 
dent; Leonard E. Drew and Clif- 
ford T. Rogers, vice presidents. 
Consultants for radio include Rog- 
er Whitman, who has House De- 
tective on the NBC-Red network 
for the Federal Housing Adminis- 
tration; Mrs. Adelaide Finch, who 
at one time played the Betty 
Crocker role for General Mills; 
Harold Sherman, dramatist and 
writer, who handled Bromo-Selt- 
zer’s All About You program, and 
Alfred C. Johnston, former pho- 
tographer for Florenz Ziegfeld. 


Election Exploited 
By Cities Service 


Million Presidential Guide 


Distributed to Listeners 


THROUGH its 
15,000 service 
stations, Cities 
Service Co., New 
York (petroleum 
products) is dis- 
tributing 1,000,000 
three-color Pres- 
idential Election 
Guide booklets. 
The 32-page guide 
includes  biogra- 
phies of presidential and vice. 
presidential candidates of the Dem. 
ocratic, Republican, and Union 
parties; summaries of platforms 
of the three parties; resume of the 
residence requirements of each 
voter in the 48 states; how each 
state ranks in population, areg 
number of electoral college votes 
and the electoral vote as cast by 
each state in the 1932 presidential 
campaign. In addition the booklet 
supplies a breakdown of the ele. 
toral and popular vote for every 
presidential campaign since 1896, 
The remainder of the guide is de. 
voted to a tabulation of the 19928 
and 1932 presidential campaign 
vote broken down by counties and 
a double-page spread depicting the 
Federal government setup. 

Elliott McEldowney,  advertis- 
ing manager of Cities Service, 
stated that if the 1,000,000 book- 
lets were not enough another 
printing would be ordered. 

Before the presidential conven- 
tions in June, Cities Service is- 
sued a similar booklet with biog- 
raphies of the “possible” presiden- 
tial and vice - presidential candi- 
dates along with the text of the 
Constitution. 

Some 500,000 of these booklets 
were distributed. The public is 
being informed of the new book- 
lets only through the Cities Serv- 
ice Friday night program on the 
NBC-Red network and by posters 
at its stations. 


Mr. McEldowney 





NBC will hold a one-day Tenth 
Anniversary Golf Tournament & 
Dinner at the Westchester Country 
Club, Rye, N. Y., Sept. 16. 





CONSISTENT 


in results 
obtained for 
advertisers 





you get ACTION 


when you use 


WSOC 


Charlotte, N. C. 











An NBC Affiliate 
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More Sponsors Bid For Football 


(Continued from page 9) 


ing is understood to have 
Reh $10,000 for New York rights 
e six Yale games, to be broadcast 
on WOR, and Yankee Network is 
understood to have paid a similar 
sum for New England rights, for 
which a sponsor has not yet been 
announced. 

Aiding Gate Receipts 


THE YALE announcement at- 
tracted wide attention In the press, 
with numerous papers viewing the 
matter with some bitterness since 
they are not in position to obtain 
revenue from coverage of the 


es. 

William J. Bingham, Harvard 
graduate manager of athletics, 
was quoted as seeing no objection 
to sale of sponsorship rights, but 
he did not disclose whether a bid 
had been received by that univer- 
sity. Princeton authorities did not 
comment. , 

N. W. Ayer & Son, in announc- 
ing a schedule of Atlantic Refin- 
ing games, quoted Joseph R. Rol- 
lins, Atlantic advertising manager, 
as taking issue with critics who 
claim that broadcasts will deplete 
gate receipts. 

“The contention that broadcast- 
ing of the games will cut into gate 
receipts is erroneous,” Mr. Rollins 
said. “Most everyone recognizes 
that football is the most colorful 
sport known. Those who possibly 
can continue to, will attend the 
games in order not to miss the 
visual color always associated with 
football. As we did in our baseball 
broadcasts, we will urge our listen- 
ers to attend football games as 
well. Statistics prove that gate re- 
ceipts of baseball games have in- 
creased since the introduction of 
commercially sponsored radio 
broadcasting, which should com- 
pletely dispel any fears of any de- 
crease in attendance.” 

In referring to the Atlantic 
hookups, Mr. Rollins explained 
that because of mechanical and 
other reasons it was impossible 
for the two major chains to agree 
concerning coverage of local con- 
tests. Deciding the only course 
left was to arrange its own hook- 
ups, Atlantic and Ayer produced 
what they describe as the most 
elaborate radio setup of its kind 
ever attempted for commercial 
broadcasting. 

Atlantic commercials will be 
short and to the point, Mr. Rollins 
said. “It is not our intention to 
destroy the interest of a verbal 
picture of an exciting moment in 
a game by plugging our products. 
A tactful reminder concerning the 
company will be used here and 
there but not during actual play.” 


Ohio State Position 


CLARIFYING the position of Ohio 
State University, as explained in 
the Sept. 1 issue of BROADCASTING, 
» C Higgy, director of the uni- 
versity’s WOSU, explained that 
all broadcasts must be on a sus- 
‘aining basis because it is felt 
at advertising in connection with 
games is not desirable nor is it 





THE SOBY YARDSTICK 
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Impartial and comparable data about 
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IR JAMIN SOBY AND ASSOCIATES 
Wallace Ave. Wilkinsburg, Pa. 








consistent with the university’s 
policy. 

Instead of attempting to pass 
on programs booked before and 
after game broadcasts, Mr. Higgy 
said, OSU will merely require sta- 
tions broadcasting games “to re- 
frain from making any advertising 
statements immediately before, 
during or after the game broad- 
cast, associated with the game 
broadcast.” He added: 

“Commercial programs before 
and after the game broadcast are 
not prohibited in any manner so 
long as a station announcement or 
some break is made between these 
broadcasts and the game broad- 
cast. The university recognizes 
the right of the visiting team and 
institution and has made provision 
for each institution to designate 
one broadcasting station that cov- 
ers its home territory to broadcast 
without paying a fee. No restric- 
tion is placed upon sponsored 
broadcasts in this case, the matter 
being entirely up to the visiting 
institution.” 

James F. Hopkins, manager of 
WJBK, Detroit, informed BROAD- 
CASTING that he had notified Stand- 
ard Oil Co. of Indiana, planning 
to sponsor games of the profes- 
sional Detroit Lions, owned by 
George A. Richards, operator of 
WJR, Detroit, that he would go 
to court if necessary in an effort 
to prevent CKLW, Detroit-Wind- 
sor, from carrying the sponsored 
accounts of the Lions’ games. 

Mr. Hopkins takes the position 
that “no foreign station can broad- 
cast an event originating on this 
side without permission. We have 
entered our objection to the grant- 
ing of the permission in this case. 
Simply in fairness to the commer- 
cial sponsors, who may have been 
unaware of the situatior, we have 
advised them of our intention of 
going as high as necessary to de- 
fend our rights.” 


Additional Sponsorship 


ADDITIONS to the list of spon- 
sored games as published in the 
Sept. 1 issue of BROADCASTING 
follow: 

Atlantic Refining Co.—10 Holy 
Cross, Springfield and Amherst 
games on WSPR, Springfield, 
Mass.; 10 Cornell, Columbia and 
Syracuse games on WMBO, Au- 
burn; 10 Dartmouth, Holy Cross, 
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cover the sea. 
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FRED J. HART, President end General Manager 
SAN FRANCISCO OFFICE, CALIFORNIAN HOTEL 
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cl ALLIANCE COMPANY 
NEW YORK, 515 MADISON AVE. CHICAGO, 100 N. LsSALLE ST 


Boston U, Boston College and Am- 
herst games on WTIC, Hartford; 
10 Western Maryland, Pitt, Penn- 
sylvania, Maryland and Catholic 

games on WBAL, Baltimore; 
10 Franklin & Marshall games on 
WORK, York, Pa. and WGAL, 
Lancaster, Pa.; six Yale games on 
WOR, Newark; negotiations for 
University of Virginia games on 
WRVA, Richmond, WDBJ, Roa- 
noke, and Virginia Network still 
going on although public an- 
nouncement had been made of 
their completion. Temple U- 
games on WIP, Philadelphia. 
Broadcast of Temple-St. Marys 
game in San Francisco on WIP 
depends on availability of wire fa- 
cilities. 

Kellogg Co.—AlIl games of Mich- 
igan will be broadcast on WWJ, 
Detroit; eight games, mostly those 
of Catholic U, on WJSV, Wash- 
ington; has rights to some other 
games in the WJSV area; Jock 
Sutherland, Pitt coach, to be heard 
in weekly pre-game quarter-hour 
on WCAE, Pittsburgh; Bill Cun- 
ningham to be sponsored on Yan- 
kee Network; Lynn Reilly to be 
sponsored on WBAL, Baltimore, 
for Friday quarter-hour; Bob 
Newhall to be sponsored thrice 
weekly in quarter-hour series on 
WLW, Cincinnati. 


General Foods Corp. — Seven 
games of Iowa U on KRNT, Des 
Moines, and WMT, Waterloo, with 
no commercials permitted during 
Iowa-Minnesota game because of 
latter school’s rules, the series to 
promote a new cereal, Huskies; 
five Kansas U and two Missouri U 
games on WHB, Kansas City, for 
Post Toasties; weekly quarter-hour 
on WCCO, Minneapolis, Satur- 


days, for Huskies. Benton & 


Bowles is agency. 


General Mills Inc.—Series of 26 
quarter-hour football talks by Ty 
Tyson on WWJ, Detroit, Fridays, 
Saturdays and Mondays. Knox 
Reeves Adv. Inc., Minneapolis, is 
agency. 

Texas Co. — Northwestern U 
games on WCFL, Chicago, through 
Hanff-Metzger Inc., Chicago. 

Socony Vacuum Oil Co.—North- 
western U games on WBBM, Chi- 
cago, through J. Sterling Getchell 
Inc., N. Y. 

Yankee Petroleum Co., Chicago— 
(Linco oil) Notre Dame schedule 
on WIND, Gary, Ind., placed di- 
rect. 

Marvel Cigarette Co., Chicago— 
Three weekly Pat Flanagan com- 
mentary programs on WBBM, Chi- 
cago, thru Aitken-Kynett Co., Phil- 
adelphia. 

Chicago & Northwestern Rail- 
way — Northwestern U games on 
WJJD, Chicago. 

Humble Oil & Refining Co.— 
Southwest Conference games on 
Texas Quality Network. Humble 
will spend about $10,000 for broad- 
cast facilities, using Cy Leland 
and Kern Tips as commentators. 
Franke - Wilkinson - Schiwetz Inc., 
Houston. 

Twin Cities Dodge Dealers— 

Minnesota U games on ESTP, St. 
Paul, with Halsey Hall as com- 
mentator. 
WBLK instead of WEXP are the 
call letters assigned by the FCC 
for the new 250-watt daytime sta- 
tion in Clarksburg, W. Va., which 
it recently authorized the Clarks- 
burg Exponent to erect. 
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H. N, Oakley, Gen. Mgr. 
of the 75 Oakley Grocery 
Stores in the Wabash 


Valley ... 


W. W. Behrman, Director = 
. . National Representatives > 
FURASON and ASTON, Inc. 
Chicago—Detroit—New York 
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f OAKLEY 
- found the Way 


—"we find advertising on WBOW a direct 
medium to the housewives of our territory, 
WBOW gives us a thorough job because its 
coverage is a complete sweep of the Wabash 
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signed 
H. N. Oakley. 
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LOUISVILLE, KY. 

CBS BASIC OUTLET 

REPRESENTED BY 
EDWARD PETRY & CO. 


® to carry the bulk of your 


Radio Program Appropria- 
tion for 1936-7 on a nation- 
wide, big-audience spot. 
You'll cash in with increased 
sales on the A.M. or P.M. 
spot which suits your prod- 
uct. 
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IN A RECENT column we began 

the discussion of. what we ambi- 

tiously called the “philosophy” of 

radio advertising. After a brief 

interruption, due to NAB Conven- 

tion subjects, we’re resuming it. 
* * ok 


IN OUR first opus we noted one 
important fact . that every 
listener within the effective serv- 
ice range of a station is part of 
its potential circulation . .. and 
that this enables radio to afford 
the skillful advertiser a greater 
“bonus” circulation than provided 
by any other medium. 

* * * 
WHY can radio do this? For a 
number of reasons. ... In radio, 
the advertiser provides both the 
entertainment . . . corresponding 
to the editorial material of a 
magazine or newspaper ... and 
the advertising matter. This en- 
ables him . . . potentially to place 
his ad next to the feature story 
of the issue . . . pardon us if we 
mix figures of speech...we mean, 
next to the outstanding program 
of the hour and the day. 

* * * 


NOW since listeners can _ shift 
from station to station with the 
greatest of ease ... one little turn 
of the knob and it’s done ... the 
advertiser with the feature pro- 
gram can take this great potential 
audience and make it his own. 

1% * * 
WHILE we’re on this subject, 
note what really is radio circula- 
tion . . . the number of listeners 
which the station can reach... 
not the number the advertiser’s 
program pulls. 

x * * 
IT’S THE advertiser’s funeral if 
he is not skillful enough to grasp 
and hold the listeners with whom 
the station can provide him a 
contact. When we’re talking of 
station circulation and fixing sta- 
tion rates, let’s remember this. 

cod * cd 
BUT GOING back to our adver- 
tiser . . . because he furnishes the 
pregram as well as the advertis- 
ing, all of the benefits of provid- 


They Want to Listen W 


By STATION BREAK. 








Texas itself is one of the world’s great 
markets, and this Centennial year its wealth 
will be increased by millions of visitors. To 
test Texas, and get a share of that addi- 
tional wealth, select KFRO as your first test 








station, covering East Texas. Investigate. 
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ing listeners with entertainmen 
and information are his for the 
asking . . . if he knows how to 
capitalize them. 


* * * 


* * * 


WHEN YOU’RE hoping and g. 
pecting to be pleased, you yj 
make every effort to be pleased 
You will be on the look-out fo 
the pleasant and entertaining, , 
You will be in a particularly re. 
ceptive mood to be entertained, 
* * * 


WHAT AN opportunity that give 
the advertiser to build up pn. 
gram, product and company ep. 
thusiasm by stepping in and fy. 
filling that listener expectation 
and desire to the greatest degree 
within his power! That’s what cay 
make a radio audience the most 
responsive and appreciative audi- 
ence in the world. 

.* 2 «© 
WE HOPE you get the picture of 
what this means to either an 
advertiser or station manager who 
is not content with just getting by, 
but who is constantly striving for 
new, better and novel means of 
entertaining and rendering other 
service to his listener. 

* * * 


WE LISTEN because we want to 
.. and we listen to what we want 
to. There is nothing more final 
than twisting the dial or turning 
off the set. . . . You’re out, with 
practically no chance to return. 
The penalty to the poor and me- 
diocre in radio is as great as are 
the rewards to the skillful and 
enterprising. 
* * * 
WE LISTEN because we want to 
. and to what we want to. The 
listener picks the program. Con- 
versely ... by building the kind of 
program which his particular kind 
of listener and potential customer 
is most likely to desire . . . the 
advertiser picks his audience. 
There is a great deal of hand-pick- 
ing possible in the radio audience 
. . thus increasing the effective- 
ness of the program circulation 
finally secured. 
* * * 


PROPER merchandising helps the 
program from the time prior to 
listening until the final purchase 
. . . but with regard to listening 
because we want to. .. the word- 
of-mouth publicity given to an eén- 
tertaining program is the greatest 
asset of all. 


RCE 0 RANE 
Just in case --- 


In our August {5th ad, our address was 
inadvertently omitted. If you were im- 
pressed by “‘How YOU can Make MONEY 
out of Oil’? but did not know where to 
get such information, write— 


KFRO 


“Voice of Longview’ — Longview, Texas 


Rm 








a RE TS 





XUM 








BR 


, 1D 


—_| coupled with goo 


erta inmen} 


rs how Programs and Modern : 
{Equipment Pay? @ 


» you will 
be pleased 
0k-out for 
aining, , . , 
cularly re. 
rtained, 





that gives 

Up pro- 
mpany en. 
n and ful. 
expectation 
test degree 
's what can 
> the most 
ative audi- 


- picture of 
either an 
inager who 
getting by, 
triving for 

means of 
ring other 


ve want to 
at we want 
more final 
or turning 
2 out, with 
to return. 
yr and me- 
reat as are 
killful and 


we want to 
nt to. The 
ram. Con- 
the kind of 
‘icular kind 
11 customer 
B ols me 
audience. 
 hand-pick- 
io audience 
e effective- 
circulation 


g helps the 
e prior to 
11 purchase 
to listening 
. the word- 
n to an en- 
he greatest 


aa s 


address was 
u were im- 
ake MONEY 
yw where to 


view, Texas 





Ivertising 

















oes Advertising 


ac 


say KGMB 


auditors 





fr) jenis 
cigpt® sne TS)" er ent mode 8 
4n yer end % 
wnile cominé Se greme mq CDS 
pe 4 puie® 908. PFO g Sno 
408 pune’ S308 of ® opie TDS pest FS atbee 
oo ‘ ener tiers ood ie wpe vee’ arrest * “sone tor YP 
poe a come a 19 +o 4pe yes . 
Bt page? 


5.0Me iy 


Radic Advertis ing Fay4- tt pays to advertise Radic Advertising 


BROADCASTING © Broadcast Advertising September 15, 1936 « Page 55 








KTEM Being Built 
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senses a : x WPA Funds Giver } yeTw: 

ae Se Se cee SO, “Radio Captains IItimes E 
station authorized recently by the " W (A 
FCC, will go under construction A REMNANT of the ambi- Federal orkshop — 
Sept. 15, and will be headed by tious “merchandising” plans Educational Project Continue 
Robert MacKenzie, of KPDN, originally undertaken by the Oo E i GENERA 
Pampa, Tex., as general manager, Republican radio division n an Expanded Basis (Calumet 
it was announced Sept. 5. The being revived is the plan to WITH a new budget of ove § starts he 
station is licensed to the Temple appoint G.O.P. “radio cap- $100,000 allocated by President | 50 Ni 
Daily Telegram. tains” throughout the coun- Roosevelt from relief funds, the § 5° 2." 

try whose duties will be to WPA Federal Educational Rad, | 2° 

RADIO EVENTS, New York phone five friends and no- Workshop Project, undertaken - soNOTO 
script service, announced Sept. 9 tify them of forthcoming months ago as a means of aidin for the 
negotiation of a contract with J. broadcasts they should tune educators in the proper use of = Cheerio 0 
B. Chandler & Co., of Brisbane, in and tell their friends to dio, will be continued for nine Tues., 
Australia, operators of a string of tune in. Feelers sent out to more months with an augmente | '® * 
stations, whereby radio script ma- state and local party chair- staff. The budget awaits final a AFFILIA 
terial will be —— the organi- men indicated the idea has proval to cover activities planali New Yor! 
zation. The Chandler company clicked so well that Chicago mx from Oct. 1 to July 1, 1937 starts > 
will represent Radio Events in headquarters has assigned fe . The present staff of 75, of whom Rea | 
Australasia. three girls to handle mail | CHALLENGER—At the - 


right of 38 make their headquarters jp 
































- 2 Agel 
about it. It is planned to this tintype is Glenn Snyder, man- New York, may be increased by 25 set ~ 
award each “captain” with ager of WLS, Chicago, who man- oF more, all drawn from CCC [ONT 
an appropriate button. aged D. E. (Plug) ’ Kendrick’s camps or from WPA_ professional or (Po 

more or less successful contest for Tolls, according to William Dow § jusbands 

the NAB cow- milking champion- ager ye a of os z= & . dations, ° 

. ship during the recent convention. ce 0 ucation, who heads the § J. Walte 

Apple Spots in West At. the red of 7 young Snyder, Project under Dr. John W. Stude. SWIFT 
wagmmeron state areies Pe ees Se 2 oe Se er ee 

: B played his bents as a violin Junio 

Inc., Seattle, has appointed the J. virtuoso down in Leon, Ia. where Mr. Boutwell stated that all the § tions, Mo 
Walter Thompson Co., Seattle this trio often entertained the home 24ditions to the staff will join the J repeat 6 
branch, to direct its national ad- folks. Mr. Snyder claims that he Washington headquarters, and that § Adv. Ase 
vertising and has allotted a tenta- js an even better mouth - organ the New York staff on Sept. 15 J ,o0SE-\ 
tive budget of approximately $175,- player and he now challenges all ng a = Ried furnished island Ci 
000 for this year’s schedule. Start- comers to a contest for the mouth- rad t nS an A or i Rage oT NBC 
ing Sept. 28, time signal announce- organ-playing championship of the sity, it a seveniod is coma D. m. A 

LET USTELL YOU WHIP YOU CW ments will be used on KNX, Los broadcasting industry. ing a resumption of its courses in § I» N- 

WOT AFFORD TO PASS OP THE Angeles, three times daily for radio technique, using the Radio | PERRY 

three weeks, augmenting the news- Affiliated C ties Workshop staff as faculty and ad- § « (flow 

LARGEST INDEPENDENT paper campaign which opens in mannan preeneneeg visors [BROADCASTING, Sept. 1]. J started fe 

STATION in CHICAGO ! October. Future radio plans are ine AFFILIATED PRODUCTS Ine., The six-week courses, it is planned, Wee KE 

201 N. WELLS $T, CHICAGO, ILL, definite. Washington State Apples New York (cosmetics), will pro- will take in not more than 40 stu- = oa 

ic Inc. is a cooperative advertising ™ote various products on a 36-sta- dents and will be designed to train 315-2 :3¢ 

; o B.¥.C. fund. tion CBS network starting Sept. teachers and directors of educa- 8-15-38 :3( 
28, using the 12:30-1 p. m. period, tional broadcasting in professional ] Westco J 
Mondays through Fridays. First radio technique. M 
half of the programs will present | The WPA project itself trains | TLUAN 
Romance of Helen Trent to pro-_ its staff, all but the supervisors products 
mote Edna Wallace Hopper cos- drawn from CCC camps and relief § weeks / 
metics. The second half will fea- rolls, in radio writing, production, } Kitchen 
ture Rich Man’s Darling to pro- acting, music and speaking, and J stations, 
mote Jocur, Kissproof lipstick, is also building up a library and J Agency: 
Outdoor Girl and Delica-Brow cos- script collection from which edu- § “#"dner 
metics. The first half of the 30- cators and radio station operators | CALIFO 
minute program will originate in’ can secure ideas and material, | FEREN' 
Chicago, the second in New York. With its own staff it is now stag- J cal), on 
Blackett - Sample- Hummert Inc., jing five programs weekly on the § ‘ks on 























New York, is agency. various networks, and has one ly 
script series which it is distribut- Po Es 
ing to schools and radio stations. ae 

CRS Series for Rim More script series are planned. ay sem 
talks or 

LEVER BROS. Co., Cambridge, Labor Places Dises stations 

Mass., on Sept. 14 started sponsor- ENTERING into th i cy: Wal 

ship of The Big Sister, dramatic : , Into the campaign § COMMU 

quarter -hour serial, to promote with transcription broadcasts, the f gon Fr; 

Rinso on 70 CBS stations, Mondays L#bor Non- Partisan League, an 9 15 only. 

through Thursdays 11-11:45 a. m organization of trade unions sup- § KPO P; 

SELECTED SITE FOR with repeat at i: m. Ruthrauff Porting agg ese Roosevelt = p.m. (1 

eae maintaining headquarters in the | COLGA’ 

A GREAT & Ryan Inc., New York, is agency. Willard Hotel, Washington, : eres 

’ i = ee 2 ept. 2 began using  sponsore articips 

WORLD Ss FAIR 4 ‘ | spots on WIP, ee ge KQV, vee k 

= Pittsburgh, and WOL, ashing- goth 

AN FRANCISCO offers the world mate...to its vast, natural resources. ten. The ‘ ce e programs, als ie N. 

an opportunity to see its three This Fair will be a fitting tribute to placed once weekly, are carried as (Gilbert 

monumental projects,theSanFran- _ the ingenuity and the enterprise of sustainings on WEVD, New York, § sarts g 

cisco-Oakland Bay Bridge, the _an industrious people. > WCFL, a —, — en Med 

Golden Gate Bridge and the Hetch SanFranciscoand the great cities (Dey —— oa a = 

Hetchy Water System, built at a about the Bay offer a great market programs were placed through New LEVER 

cost of $200,000,000.00. for a good product. Station KYA York offices in the Hotel Claridgs (Rinso ) 

The Golden Gate International _has an open door into every radio where Morris Novik, a director of Thug 

Exposition in 1939 opens the gate- home in San Francisco. WEVD, is in charge. Chester § i", 

onan Wright heads the radio campaign ~ 

way to a California paradise... to Full particulars will be sent on & & Ryan 
San Francisco’s unparalleled cli request out of Washington offices. 

& : a 


KYA 


The Voice of the San Francisco Examiner 


National Representative: HEARST RADIO, INC. 


NEW YORK + CHICAGO - 


SAN FRANCISCO - 


LOS ANGELES 
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WTCN 


St. Paul — Minneapolis 


FREE & SLEININGER, INC. 
National Representatives. 
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Given | xETWORK ACCOUNTS | | Station-Produced 


(Ailtimes EDST unless otherwise specified) GREAT interest in station- 
<shop 





produced dramatic shows is 


New Business being exhibited by advertis- 













ontinued . . ing agencies and clients in 
. GENERAL FOODS Corp., New York MAXWELL HOUSE the Chicago area, according 

_— (Calumet baking yy wen da oD =. * to the Chicago office of Free 

tof over farts The (reat Americ, sons 6 | SHOW BOAT & Sleininger. During the last Barrett 
resident — 50 “m. Agency : Young & Rubi- x fZ ws few months this increased 


Blackett-Sample-Hummert, Inc. 





‘unds, the 0:3) DMN. Y. Lanny Kew presents 


activity has resulted in the 
nal Radio 


a ome a ae WEW STARS - NEW MUSIC auditioning of some 30 to 40 Your agency places more radio ad- 
rtaken six ONO Oat en Sept. 7 one WEW COMEDY - NEW ROMANCE station - produced shows for the wort cand Rial wel tale 
of aiding ode on 37 NBC- Red stations, BRILLIANT CAST OF 100 various prospective clients. NATIONAL advertising than. any 


A number of Free & Slein- 
inger represented stations 


Station our size in a market our 
size—yet we haven't had the oppor- 
tunity of showing you what we can 








use of ra. Tues. -4:15 p. m. Agency : Top- 


for nine J ing & Lloyd Inc., N. ¥ WRC 8 P.M. _ Every Thursday Night 

















Augmen x are now roducing audition do for such accounts as Dreft, Oxy- 
s final 7 ' AFFILIAT joe hey Rept. 38 OLD FAVORITE—In a new light samples in their own studios your contracts new’ and take edvene 
S_planned New whe + enn ‘of Helen Trent is Maxwell House, which used spot- and these samples are avail- tage of cur inorensed coverage? 
1937, si Rich Man's Darling on 36 CBS lights in its promotion of the 1937 able to prospects through any MEMBER CBS NETWOR wr 

, of whom vations, Mon. thru Fri., 12:30-1 p. edition of General Foods popular of its offices. K ws ~\%, 
arters in § , Agency: Blackett-Sample-Hum- coffee series. ; ; 
ased by 25 ff mert Inc., N. ¥Y. “ Vi B D 

rom CCC y CORLISS & Co., New ‘OLGATE-PALI TE-PR Xo. PEORIA, ILLINOIS 
rofessional LO aad’s creams) on Oct. 6 starts Same cs eo nig = Oxo on West Coast 





liam Dow Husbands & Wives on 25 NBC-Blue participations in Yankee Network OXO Ltd., Montreal, Quebec (bouil- 
U. S. Of Ff gations, Tues., 9:30-10 p. m. Agency: News Service, on 10 Yankee Network ( ich no never before 
heads the § J, Walter Thompson Co., N. Y. lon cubes), whic ; 


stations twice daily, Mon. thru Fri. : ific Coast, :, 

W. Stude. SWIFT & Co., Chicago (Sunbrite Agency: Benton & Bowles Inc., N. Y. = — | ag Fran- Sound Effects 
or Of Edu- § cleanser) on Oct. 12 starts Sunbrite FIRST NATIONAL STORES Ince., Gicseo started Sept. 14 for 26 (From Life) 

Junior Nurse Corps on 21 CBS sta- Somerville, Mass., on Sept. 30 starts ks. five - minutes participation 
1at all the & tions, Mon., Wed., Fri., 5-5:15 p. m., 120 15-minute programs, Imogene weeks, kly in Confiden- : : 
ll join the repeat 6 p. m. Agency: Stack-Goble a three — eg = 6 o Sey ing With Helen Web Extensive Library— 

cy, Chicago. Yankee stations. Agency: Richardson, wally —" s 

—_—— Aa. ain ES BISCUIT Co., Long Alley & Richards, Boston. ster on NBC-KGO, San Francisco. Approximately 500 effects 
furnished ee Clty is E; (biscuits) on Oct. REPUBLICAN NATIONAL COM- A _ cook- book is offered listeners 


a Sect F , Sk MITTEE, Chicago (political) on who write in sending along one Custom - Built Transcriptions 
ee 5 EBC ee dane Brett 30 Sept. 7 began political talks by Wil- Oxo red wrapper. Frank Kihm 1s Commercial Plating 

7 Pretec 4 ; = Agency: Newell-Emmett Co. liam Hard on 69 CBS stations, Mon. the agency executive servicing the 
T- . . + 7° 





: thru Fri., 7-7:15 p. m. with repeat ount. Duping and Pressing 

cg = in J ine, N. -— ~~. Sen ¥ ‘ re 11 p. m. Agency: Lord & Thomas, ae sliaiaanes te k ch 7 

e Radio § SPERRY FLOU Xo., San Francis- Chicago. picture book, showing ex- 
y and ad- J co (flour & cereal), on Aug. 26 ecutive personalities as well as Write Us Your Needs 
Sept. 1], J started ov 1 gel ge sg a in Renewal Accounts entertaining and technical people 
} Woman's Magazine of the Air on 7 AMERICAN TOBACCO Co., New b 
hyp NBC-KPO — 7 — — York (Lucky Strike cigarettes) ‘on WHO. cama gag Pag oa Gennett Reeords 
d to train -. es e), (PST): Oct 6.09" Rept. 9 Se ee ae bong contains 100 or more pictures of (Div. of The Starr Co.) 
of educa- 3:15-3:30 p. m. (PST). Agency: Red and Blue ‘aatlenn, Wed. 10-11 talent and others connected with Richmond, Ind. 


the station. 








p 
» 





rofessional | Westeo Adv. Agency, San Francisco. _m.; drops Blue stations after Sept. 
TILLAMOOK COUNTY CREAM- 3. Agency: Lord & Thomas, N. Y. 


elf trains | pRY ASSN., Tillamook, Ore. (dairy HECKER H-O Co., Buffalo, (Force 

upervisors # products), on Sept. 25 starts for 13 and H-O oatmeal) on Sept. 14 re- 

and relief § weeks Bennie Walker's Tillamook newed Bobby Benson & Sunny Jim 

yroduction, § Kitchen on 5 NBC-KPO Pacific Red on 9 CBS stations, Mon., Wed., Fri., 
king, and § stations, Fri, 10-10:15 a. m. (PST). 6:15-6:30 p.m.  Agency,: Erwin, 

brary and § Agency: Botsford, Constantine & Wasey & Co. Inc., N. Y. 
e ‘ y » P y 

| | hep Sees 

‘ALIFORNIA CONSUMERS CON- ACTINIC © <r - 7 
material. J FERENCE, San Francisco (politi- PACIFIC COAST BORAX Co., New 
a York (20 Mule Team _ borax) od 


now stag- § cal), on Sept. 7 started 9 political 2 : r on 
ly on ‘ie taks on NBC-KPO (staggered sched- Sept. 4 shifted Death Valley Days to 
has one § We).. Agency: Lord & Thomas, Los Fri., 8 :30-9 p. m. on NBC-Blue net- 


distribut- 9 Anseles. work. 


y Lb Ae ‘ ») ‘ ‘ * e co 
» stations, | SOUTHERN CAL. Republican Cam- VICK CHEMICAL Co. shifts debut i c higa" 


paign Committee, Los Angeles (politi- of Nelson Eddy series - CBS, Sun- 
planned. cal), on Sept. 9 started 15 political days, 8-8:30 p. m., to Sept. 27. 


A taks on 2 NBC-KPO Pacific Red STALEY MFG. Co., Decatur, Ill. on TODAY'S 








AT “PLUS 





ises a (staggered schedule). Agen- oo Ri —,* NBC-Blue Mon. “u 

P ty: Walter Biddick Co., Los Angeles. thru Fri., 3:45-4 p. m. ) 
conte the | COMMUNIST PARTY OF CAL., VALUE oe 10 BUY! 
casts, Ue § San Francisco (political), on Sept. Te . , 
eague, an Henly, political talk on 2 NBC- August Billings Up SHOWMANSHIP — WXYZis known nationally for Show- 
nions sup- PO Pacifie Red stations, 6 :45-7 :00 : manship gained by 25 years of successful experience 
evelt and | p.m. (PST). Placed direct. “ FROM unofficial advance sources, 


sii : Angi cs BROADCASTING has learned that in entertainment enterprises. That's plus value No. 1. 
Mons : gr = ey pin NBC will report an increase of + 2 AUDIENCE APPRECIATION—makes for greater sales 
sponsored participations in Yankee ‘Wetnert 20% in their August billings as response and is WXYZ's reward for refusing to broad- 
hia; KQV, § ‘8s Service on 11 Yankee sta- compared with the same month a cast spurious claims of questionable products. That's 
Washing. § ‘is. Agency: Benton & Bowles Year ago. CBS will reveal an in- plus value No. 2. 


Ine, N. Y crease of 40% in August receipts 
ams, also “ene 7 ‘ ' ¥ ' op MERCHANDISING SERVICE — without additional cost 
carried as AC. GILBERT ( 0., New _ Haven against August, 1935. x to sponsors seeking coverage of the Greater Detroit 


(Gilbert Ki <] 9 
New York, § starts & py, oss Kit), on Oct. 21, Market and in the big Michigan Market. A complete 
The series participations in the Gretch- [RGR WI EYSrrahtarrs ection “3 : ty = 
€ McMullen Household Broadcast Retiveen ST S merchandising service . . . gets dealers . . . distributors 
% quae . . .. jobbers . . . in effect a front line sales division, 


t Wagner § once weekly, on 9 Y : 
‘ly, { ankee stations. 

akers. The Agency: C. W. Hoyt, N. Y. working in conjunction with the sponsors’ sales repre- 
sentatives. That's plus value No. 3. 


‘ough New | LEVER BROTHERS Co., Cambri 
F p 4 URS Co., Cambridge 
Cadel T Miies Oh, Sept. 14 started The Big 8 STATIONS IN MICHIGAN'S 8 LARGEST CITIES — 
—o Thurs on 280 ry + are ae fae + Ey the Michigan Radio Network covers 8 big, rich market 
-OU-i1l:4) a. m. with re- ' ' ’ 
zones with greater penetration and sales influence than 
is possible by any single station with wattage strength 
sufficient to reach these zones. That's plus value No. 4. 


NEC. lec Network 









campaign § }*t at 2 p. m. Agency: Ruthrauff TRALLY LOCATED TO SER 
Ss. = 


& Ryan Ine, N. NSAS CITY, TOPEKA amd ST. JOSEPH 


a 








To Completely Control the Puget Sound Market 
Use Both of Seattle’s Pioneer Radio Stations 





KOMO | KJR KING-TRENDLE BROADCASTING CORPORATION 
NBC-Red NBC-Blue 300 MADISON THEATER BUILDING... DETROIT 
National Representatives — EDWARD PETRY & CO. Ww. G. RAMBEAU Co. Representatives, Home Office: Tribune Tower, Chicage 


eee 











Idg.. New York Western Otfhce: Russ Building. San Fror 
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Big shows mean Big Audiences. 


Big audiences mean Big Sales. 


The Keen buyer is buying... 


WBAL 


BALTIMORE * MARYLAND 


WBAL 


The only clear channel, 
high power station in 


Baltimore and Maryland 


National Representatives: 


HEARST RADIO 


NEW YORK 
CHIC 
SAN FRANCISCO 





AGO 















"HITCH YOUR 
WAGON TO. 


THREE STARS 


THREE STATIONS 























AJHREE MARKETS 


E LOW RATE 


Our ONE LOW RATE is based on circu- 
lation. THREE STATIONS in THREE 
markets guarantee coverage in these 
rich, responsive and thickly populated 
areas. Advertisers who have compared 
results say our rate is really low when 
checked against sales figures and in- 
quiry returns. 


6.0. 0.0... $. 2.9.2. ' 
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Developments Impending 
In Proposal to Provide 


WLWL With Full Time 


WITH the convening of the FCC 
Broadcast Division Sept. 7 after 
a summer quasi-recess, it was con- 
sidered likely in official circles 
that developments may take place 
in the so-called “Paulist situation” 
involving plans whereby WLWL, 
part-time Paulist station in New 
York, may acquire full time. 

Under an agreement worked out 
by the Paulists with CBS and 
other interested parties, WLWL 
was to have procured full time on 
the 1100 ke. channel on which it 
now operates a few hours weekly, 
through purchase of WOV, New 
York, from John Iraci. There were 
several other station switches and 
consents involved in this deal, how- 
ever. CBS then was to have leased 
or purchased WLWL, procuring 
the station as a full-time New 
York outlet, with a guarantee to 
the Paulists of daily time for 
Catholic broadcasts. 

CBS was to have advanced the 
initial $300,000 for the purchase 
of WOV from John Iraci as well 
as another $25,000 to be made 
available to WPG, municipally- 
owned station in Atlantic City. 
which would have relinquished its 
time on the 1100 ke. clear channel 
to make way for WLWL. In lieu 
of this assignment WPG planned 
to take over the WOV assignment 
on 1100 ke. with 1,000 watts full 
time by virtue of a consent from 
KSL, Salt Lake City, to permit it 
to operate full time on that clear 
channel. 

This entire plan, however, was 
disrupted when Mr. Iraci_ sold 
WOV to Arde Bulova, New York 
watch manufacturer and _ broad- 
easter, for $300,000. At that time 
Mr. Bulova offered to take over 
the CBS end of the entire trans- 
action and procure WLW for him- 
self as a full time outlet. Mr. 
Iraci then would have become 80% 
owner of WNEW, Newark, Bulova 
controlled station. 

he Paulists, however, have 
protested vigorously to the FCC 
against Bulova’s purported intru- 
sion and desire to have the origi- 
nal plan worked out with CBS pro- 
curing WLWL either under lease 
or by purchase. 

It is expected that the individual 
members of the FCC will interest 
themselves in this highly contro- 
versial matter and that some solu- 
tion will be forthcoming shortly. 


WNEW Files Answer 


DENYING illegal perfo 
WNEW, New York, the “waa 
week in Qe filed with the 
New York Supreme Court its an. 
swer to the injunction suit of th 
National Association of Perform. 
ing Artists alleging unauthorized 
performance of phonograph ree. 
ords. WHN, New York, which was 
sued at the same time, had had its 
injunction hearing deferred unti] 
Sept. 16. The suits are in the ng. 
ture of test cases filed by the ney. 
ly created organization and are de. 
signed to restrict phonograph reo. 
ord performances as well as ty 
procure performing rights royal. 
ties from stations. 





“A” CUT CRYSTALS 


(Approved by FCC) 
With mounting 
Hollister Crystal Co. 


WICHITA, KANSAS 











een 





In Washington 


The activities of politics, busines 
and society are more colorfyl 
than ever before. You will enjoy 
Washington 


The best in accommodations, 
location and smart surroundings 
are available at this distinctive 
hotel. Write or wire for reservations, 





HAY-ADAMS HOUSE 


LAFAYETTE PARK AT SIXTEENTH 
NATHAN SINROD, MGR. 


WASHINGTON, D.C. 





FURNITURE 







1357 N. Gordon St. 





are 


“REASON WHY” 
ADVERTISING 


Wire or Write 


‘““TIME IS MONEY’’ 


REG. U.S. PAT. OFFICE 


RADIOAIDS 


INC, 


Hollywood, Calif. 
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PROFESSIONAL 
DIRECTORY 








JANSKY & BAILEY 
An Organization of 
im Organization 
Dedicated to the 


SERVICE OF BROADCASTING 
National Press Bldg., Wash., D. C. 





GLENN D. GILLETT 
Consulting Radio Engineer 
Synchronization Equipment Design. 
Field Strength and Station Location 
Surveys. Antenna Design. Wire 

e Problems. 
982 National Press Bldg. 
Washington, D. C. 





EDGAR H. FELIX 
32 ROCKLAND PLACE 
Telephone: New Rochelle 5474 

NEW ROCHELLE, N. Y. 
Field Intensity Surveys, Coverage 
Presentations for Sales Purposes, 
Allocation and Radio Coverage 
Reports. 


McNARY and CHAMBERS 
Radio Engineers 
National Press Bldg. Nat. 4048 


Washington, D. C. 





PAUL F. GODLEY 


Consulting Radio Engineer 
Montclair, N. J. 
“25 years of 
Professional Background” 





W. P. Hilliard Co. 


‘Radio Gransmission 
Equipment 
2106 Calumet Ave. 
CHICAGO ILLINOIS 





JOHN H. BARRON 
Consulting Radio Engineer 
Specializing in Broadcast and 
Allocation Engineering 


Earle Building Washington, D.C. 
Telephone NAtional 7757 


E. C. PAGE 
Consulting Radio Engineer 


725 Noyes St. Phone Univ. 1419 
Evanston, Ill. 





EDWARD H. LOFTIN 


BROADCAST, COMMUNICATIONS 
AND PATENTS CONSULTANT 
1406 G STREET, N. W. 
District 4105 
WASHINGTON, D. C. 


FRED 0. GRIMWOOD 


Consulting Radio Engineer 
Specializing in Problems of 
Broadcast Transmission and 

Coverage Development. 


P. 0. Box 742 Evansville, Ind. 





J. M. TEMPLE 


Consulting Radio Engineer 


30 Rockefeller Plaza 
New York City 


P. 0. Box 189 
Times Square Station 


HERBERT L. WILSON 


Consulting Radio Engineer 
Design of Directional Antennas 
and Antenna Phasing Equip- 
ment, Field Strength Surveys, 
Station Location Surveys. 

260 E. i6ist ST. NEW YORK CITY 





COMMANDMENTS 
WQAM Gives Speakers Rules 
With List of Don'ts: 


TO ALL speakers invited to broad- 
cast over WQAM, Miami, that sta- 
tion hands a card bearing what it 
titles Ten Commandments for Ra- 
dio Speakers, which is particularly 
handy in these days of extensive 
use of radio by political broad- 
casters. Commandment Severf bars 
“advertising matter,” on the the- 
ory that commercials should be 
done by staff announcers. The 
commandments: 

1. Use no subject material which 
could be considered improper for de- 
livery to a mixed Sunday School class. 

2. No subject material relative to 
“drawings” or “lotteries.” 

3. No subject material containing 
slander—libel—or language that could 
be considered either by theme or treat- 
ment as obscene or profane. 

4. No subject material not in good 
taste for mixed audiences such as cer- 
tain medical subjects—social diseases, 
ete. 

5. No appeal for funds. 

6. No ambiguous statements that 
could be misleading to the listening 








public. 
7. No advertising matter. 
8. No stories which by anyone's 


imagination could be considered 
proper for mixed audience. 
9. Do not change position relative 


im- 


microphone. Do not indulge in ex- 
cessive loud or soft modulations of 
voice. 


10. Start promptly—end promptly. 


FCC Appoints Wheat 


CARL I. WHEAT, of Los Ay. 
geles, has been appointed associate 
counsel of the FCC telephone jp. 
vestigation, in charge of ]g 
line toll rates and other rate mat. 
ters, effective Sept. 15. The cup. 
rent inquiry into broadcast line 
charges, which probably wil] be 
the basis of hearings this fall, may 
fall within the purview of the new 
counsel, who will function with 
Acting Special Counsel Samug 
Becker, who has been in legal 
charge of the inquiry. Mr. Wheat 
is now public utilities counsel fop 
Los Angeles. 
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For New Station Applicants 
oo) 
Frequency Measurements 
Tru-AXIS pritt CRYSTALS 
(Approved by F.C.C.) 


COMMERCIAL RADIO 
EQUIPMENT COMPANY 
205 BALTIMORE @ KANSAS CITY, MO. 
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CLASSIFIED ADVERTISEMENTS 


Classified advertisements in BROADCASTING cost 7c per word for each 
Cash must accompany order. 


25th and 10th of month preceding issues. 


When inserting advertising 
(21c) for the address. Forms close 
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Help Wanted 





WANTED: Experiencec station repre- 
sentative. Opportunity for $10,000 yearly; 
many feature programs to sell; leading 
station; 25% commission. Box 549, 
BROADCASTING. 





Regional Station in Middle Atlantic 
State is enlarging and reorganizing its 
staff and will consider applications for 
positions in studio, program, office and 
sales departments. Only experienced per- 
sons need apply and please furnish com- 
plete information in first letter. Box 545, 
BROADCASTING. 





Alexander Sherwood 
Business Consultant 
in Broadcasting 
320 North 50 St. 
OMAHA NEBRASKA 

















JENKINS & ADAIR, Inc. 
Engineers 


Designers and Manufacturers of Radio 
Transmission, Sound Film, Disc Record- 
ing and Communication Equipment 
3333 BELMONT AVE. CHICAGO, ILL. 
CABLE: JENKADAIR 




















66 BROAD STREET 





FREQUENCY MEASURING SERVICE 


Many stations find this exact measuring service of great 
value for routine observation of transmitter perform- 
ance and for accurately calibrating their own monitors. 


MEASUREMENTS WHEN YOU NEED THEM MOST 


R. C. A. COMMUNICATIONS, Inc. 
Commercial Department 
A RADIO CORPORATION OF AMERICA SERVICE 


Roi 
WIRELE” 


NEW YORK, N. Y. 
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For Sale—Equipment 





Western Electric 1 Kw 
106-B Transmitter 


This equipment is in excellent operating 
condition, having been taken out of ser- 
ice only because of an increase in power. 
Supplied complete, with two sets of tubes, 
spare parts and duplicate sets of motor 
generators and pumps. Designed for oper- 
ation from 220 Volt DC supply, but can 
be easily modified for AC operation. 

The transmitter is available immediate- 
ly and can be inspected at any time. Cor- 
respondence is invited from anyone inter- 
ested in securing this equipment at an 
unusually attractive price. Box 507, 
BROADCASTING. 





One Western Electric 6-B Transmitter 
for sale, complete with motor generators 
and spare armatures, two sets of tubes 
and special insulating base for genera- 
tors made by Johns Manville. Excellent 
condition. Price $2500. Also one Ham- 
marlund Comet Pro Receiver with crystal 


filter, $50. Address: udson, Sta- 
tion WAVE, Brown Hotel, Louisville, 
Kentucky. 





For Rent—Equipment 





Approved equipment, RCA TMV-75-B 
field strength measuring unit (new), 
direct reading; Astiline Angus Automatic 
Recorder for fading on distant stations; 
GR radio frequency bridge; radio oscilla- 
tors, etc. Reasonable rental. Allied Re- 
search Laboratories, 260 East 161st Street, 
New York City. 


BROADCASTING © Broadcast Advertising 


* 
Situations Wanted 


STATION ENGINEER: Impressive his- 
tory, excellent service supervisory capacity 
major stations, since 1926. 
ence design, construction, 
operation. 





by broadcasting Network. 
accomplishments. 
CASTING. 


Operator, with phone first license desires 
Thomas Suggs, 3918 Westmin- 


connection. 
ster, St. Louis, Mo. 


Radio executive of seventeen years’ ex- 





Wide experi- 
maintenance, 
n. Radiotelegraph and Radiotele- 
phone First Class Licenses. Now employed 

‘ You will be 
greatly impressed with complete story of 
Reply Box 551, Broap- 


W 


ASF 


Full Time | 





perience desires connection as_ Station : 
Manager or Chief Engineer. Can take 
complete charge of studio and _ technical 

personnel. Box 548, BROADCASTING. TOURISTS 

— . ae — - = sum 

. rops are 

ATTENTION NEW CONSTRUC- WAC's 

Y enter a 

TION PERMIT HOLDERS! Use our 

your sales 


Here is the happy solution to your per- 
Unusually qualified Ex- 
ecutive-Engineer, at present employed by 
connection 
independent station presenting op- 


sonnel problem. 
Network, 


‘ desires managerial 
with 





— 





portunity utilize outstandingly diversified 


radio background. 


High class business and technical edu 


eation. Pioneer Broadcaster; 


Westing- 


house trained. Vast experience station de 
sign, construction and supervision. Possess 
first grade Government radio licenses. Sub 


stantial history Divisional 
principal radio concern. Thoroughly ve’ 


Managership 


office management, sales promotion, col- 


lections, correspondence. 


Your rare opportunity secure services | 
several first class station specialists in one \ AD, 


individual. Reply Box 550, BROADCASTING. 





Wanted to Buy 





Have clients for broadcasting stations 
now operating. All matters confidential. 


Radio Investment Company 
Broadcasting Properties 
Times Bldg. New York 





ble and cutting assembly 
Want turnta  — make. particulars 


for coated discs. 
Box 527, BROADCASTING. 
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OLYMPIC AIRING—Bill Henry (at left in first photo), Los Angeles 
Times sports writer, broadcasting the Berlin sports classic. He was 
gecially engaged by CBS for the Olympics. With him is Cesar Saerch- 
inger, CBS European representative. Bill Slater, NBC sports an- 
nouncer, shown telling the world of the games, while Dr. Max Jordan, 
NBC European representative, listens to his story of the events. 


oeotie 2 te =<. 
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Joseph M. Kirby 


JOSEPH M. KIRBY, 48, president 
of the Massachusetts Broadcasting 
Corp, operating WCOP, Boston, 
died Sept. 6 at Hull, Mass., of a 
heart attack. Mr. Kirby procured 
the WCOP license last year, and 
was backed financially by Arde 
Bulova, New York watch manu- 
facturer and broadcaster. His 
principal business was jewelers’ 
supply. He also was president of 
Nantasket Amusement Co. and of 
the Lincoln National Bank of 
Chelsea. He is survived by his 
wife and five children, one of 
whom, Sandra Bruce, is announcer 
and hostess at WCOP. 


WWNC 


ASHEVILLE, N. C. 


Full Time NBC Affiliate 1000 Watts 
* 


Big Fall 


Business|! 


TOURISTS have spent millions with us 
this summer. Industry is humming. 
Crops are good—so are prices. Yes, 
WWNC’s listening area is about to 
enter a highly prosperous fall season. 
Use our sole radio coverage to boost 
your sales! 




























Waiver Plan Provides 
Model Libel Safeguard 


For Political Speakers 


TO SAFEGUARD itself against 
libel suits from political broad- 
casts, the Buffalo Evening News 
stations, WBEN and WEBR, are 
requiring all political candidates 
to whom they sell time to sign a 
waiver of liability drawn up by 
their attorneys. Copies of the 
waiver, regarded as a model usable 
by other stations, have been made 
available to other upstate New 
York stations. It reads as follows: 

WHEREAS, in the case of Sorensen v. 
Wood, et al, 243 N. W. 82, relative to 
political broadcasts, the Supreme Court of 
Nebraska recently decided that the broad- 
casting station was jointly liable with the 
speaker for libelous and slanderous state- 
ments, 

Now, THEREFORE, in consideratiofi of the 
execution of a Contract of even date be- 
tween WBEN, Inc., and____-- Saianwieh 
the undersigned, individually and on be- 
half of : me = sss ait . 
and by his authority, hereby agrees to in- 
demnify and save and hold forever harm- 
less WBEN, and/or the officers, agents, 
employes and servants of said parties 
(hereinafter collectively called ‘“‘parties’’), 
against any and all liability claims, dam- 
ages or expenses (including attorney and 
counsel fees) that any or all of said par- 
ties may sustain, become liable or answer- 
able for, or shall pay upon, or in conse- 
quence of the publication or broadcast of 
any matter furnished by the undersigned, 
his said principal, speakers or other per- 
sons participating or appearing in connec- 
tion with programs, or any part thereof, 
included in or covered by said Broadcast- 
ing Contract. 

Attached to and forming a part of said 
Contract. 

Dated : i. ‘ _ » 1936. 
(Signature) 




















| i Bulletin ST. 
Noiseless action permits noiseless adjustment Also new 
While operating. Adjustable counterweight and Microphone 
friction clutch provide SMOOTH AND EASY Proposition 


28”, or more. 


_ ADJUST ABLE in any DIRECTION wets 


| OPERATION. Boom can be lowered or raised by 
mere pressure of the hand, without requiring 
any locking devices. Microphone height can be 
varied from 36” to 96”. Length of Boom arm, 
| 
| 


List Price, gunmetal, $50.00. Chrome, $55.00 
AMPERITE (ompany 561 BROADWAY, NEW YORK 
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DOING A BIG 
JOB WHERE A 
BIG JOB IS 10 
BE DONE... 





Affiliated with CBS 


National Representatives: Was HITAR 


EDWARD PETRY & CO. a, Se 











To Our FiELD MANAGERS: 


You have with you this year, what we believe to be, the 
finest electrically transcribed programs ever offered to the 
radio stations and sponsors, in America. 


We want you to visit every station in your territory and 
you must not fail to give an audition to the management and 
salesmen of every one of them. 


We feel that you have just the programs, promotional helps, 
publicity, and selling arguments that every station or adver- 
tising agency is looking for, therefore, if you miss giving them 
an audition, you have deprived them of the opportunity to se- 
cure the use of these most important sales requisites, and will 
have caused them to miss the selling of some important account 
and time on the air. 


It is your duty to see that everyone in your territory has a 
complete audition. 


C. C. PYLE, PRESIDENT 


e 
RADIO TRANSCRIPTION COMPANY 
FFICE terete CHICAGO OFFICE 
1509 os in Set e © 666 Lake Shore Drive 
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FEDERAL COMMUNICATIONS COMMISSION 





ACTIONS OF THE 


(Broadcast Division) 





Decisions ... 


SEPTEMBER 1 


APPLICATIONS GRANTED: 


WFIL, Philadelphia — Ext. temp. auth. 
1 kw N Sept. 

WJEJ, Hagerstown, Md.— Ext. temp. 
auth. 50 w LS-11 p. m. 4 days weekly. 

WDBO, Orlando, Fla.—Ext. temp. auth. 
added 750 w N; 1 kw D. 

KGKB, Tyler, Tex.— Ext. temp. auth. 
spec. hours. 

KELW, Burbank, Cal.—Ext. temp. auth. 
use KEHE trans. 500 w. 

WHBF, Rock Island, Ill.— Ext. temp. 
auth. studio at Moline. 

WILL, Urbana, Ill., KFNF, Shenandoah, 
Ia.—Temp. auth. operation spec. 
hours. 

‘ WKRC, Cincinnati—Ext. 


simul. 
auth. 1 


w. 
KSCJ, Sioux City, Ia.—License for CP 
as modif. 1330 kc 1 kw N 2% kw D unltd. 
KFEL, Denver—License for CP 920 ke 
500 w Sh.-KVOD 


exp. 


WEED, Rocky Mount, N. C.—License 
for CP 1420 ke 100 w N 250 w D uniltd., 
Sh.-WCHV N 


WIP, Philadelphia—Ext. spec. auth. 1 


kw. 
WKZO, Kalamazoo—CP new equip. 
WHP, Harrisburg—CP move locally. 
KTSA, San Antonio—CP new equip. 
WAWZ, Zarephath, N. J.—CP new 


equip. 

KID, Idaho Falls, Id. —Mod. CP new 
trans. site, antenna. 

KLZ, Denver—License for CP 560 ke 
1 kw N 5 kw D. 

KGW, Portland, Ore.—License for CP 
620 ke 1 kw N 5 kw D unltd. 

WGBF, WMCA, KARK, KFDM, WSVA 
—Renewal license reg. period. 

KFQD, Anchorage, Alaska—License ex- 
tended month. 

KSD, St. Louis—Temp. ext. license 3 


mo. 
— 7 Jamestown, N. Y.—Renewal to 
ec. 1. 

WWL, New Orleans, KWKH, Shreve- 
oes, La.—Temp. exp. auth. extended to 
c 


3 

MISCELLANEOUS—Black River Valley 
Brdestrs. Inc. granted oral argument Ex. 
Rep. 1-271, to be heard Sept. 10 with 
Watertown Brdestg. Corp., Ex. Rep. I-212: 
Chattanooga Brdestg. Co. denied reopening 
hearing applic. CP station at Chattanooga 
but granted request for oral argument and 
extended time for filing exceptions. 


SEPTEMBER 9 


a GRANTED: 
y , Tallmadge, O.—Lic f. 
1320 ke 1 kw N 5 kw D — sna 
KPPC, Pasadena, Cal.—CP change 
equip. 
KGU, Honolulu—CP new equip. 
WABY, Albany, N. Y.—CP vert. an- 
tenna, trans., studio sites, new equip. 
WBLY, Lima, O.—Modif. CP trans., 
studio sites, new equip. 
WAAB, Boston—Modif. CP new trans. 
KFJB, Marshalltown, Ia.— Modif. CP 
— s — radiator. 
uis—License f CP 1 
ke 1 kw N 56 kw D a - saa 


Examiners’ Reports . . . 


NEW, Times-Dispatch Pub. Co. Inc., 
a jm o Bramhall rec- 
men - that applic. 
ke 100 w unltd. be — pela 
NEw, Valley_Brdestg. Co., Pomona, 
Cal.—Examiner Hyde recommended (I-286) 
that applic. CP 1160 kc 250 w D be denied. 
NEW, C. A. Rowley, Ashtabula, O.— 
Examiner Bramhall recommended (I-287) 
that applic. 940 ke. 250 w D be granted. 


Applications . . . 
SEPTEMBER 2 


NEW, Troy Brdcstg. Co. Inc., 
N. Y¥.—CP 1240 ke 500 w D. — 
WGAL, Lancaster, Pa.—CP vert. anten- 
na, move trans. 
AVE, Louisville—License for CP new 
TEPRC, H 
» Houston—Modif. license to Hous- 
ton Printing Corp. mK 
NEW, Birmingham News Co., Birming- 
ham, Ala.—CP 590 ke 500 w N 1 kw D 
unltd. amended to directional N. 
_WWNC, Asheville, N. C.—Vol. assign. 
license to Asheville Citizens- Times Co. 


Inc. 
KDB, Santa Barbara, Cal.—CP increase 
os 250 


w. 
(GVO, Missoula, Mont.—CP change 
equip. 
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KDON, Del Monte, Cal.—CP change 
1210 to 1280 ke, new trans., increase 100 
w to 250 w N 1 kw D. 


SEPT. 4 


NEW, Juan Piza, San Juan, P. R.— 
CP 1500 ke 100 w 250 w D unlitd. 

NEW, Berks Brdestg. Co., Pottsville, 
Pa.—CP 640 ke 250 w D, amended to 
580 ke. 

NEW, W. A. Wynne, Wilson, N. C.— 
CP amended re antenna. 

WRJN, Racine, Wis.—License for CP 
as modif. new equip., increase power, 
move trans. 

KLPM, Minot, N. D.—CP change equip., 
vert. antenna, change 1240 to 1360 ke, in- 
crease from 250 w to 1 kw N & D, change 
hours spec. to unltd., move trans. locally. 

KYOS, Merced, Cal. — Modif. CP as 
modif. new station for auth. new trans. 


SEPTEMBER 8 


WCAP, Asbury, N. J.—License for CP 
antenna changes. 

WMMN, Fairmont, W. Va.—License for 
CP as modif. change equip., increase 
power, move trans.; CP new trans., in- 
crease 500 w N 1 kw D to 1 kw N 5 


kw D. 

WSPD, Toledo—Vol. assign. license to 
Fort Industry Co. 

NEW, Texhoma Brdecstg. Co., Wichita 
Falls, Tex.—CP 630 ke 1 kw _ unltd., 
amended to directional N. 

KELD, El Dorado, Ark.—CP new trans., 
change antenna. 

KMAC, San Antonio—CP vert. antenna, 
new trans., increase 100 w to 100 w 250 
w D, move trans. locally. 

KFRU, Columbia, Mo.—CP new trans. 

KFUO, Clayton, Mo.—CP new trans., 
directional antenna for N, increase 500 
w 1kw D to 1 kw N 5 kw D, change 
Sh.-KSD to % time. 

KOVC, Valley City, N. D.—Modif. CP 
new trans., antenna, to change antenna 
and trans., address to 312 Fifth Ave. 

WMT, Cedar Rapids, Ia.—License for 
CP as modif. re equip., increase power. 

KOMO-KJR, Seattle—CP move aux. 
trans. 

KGCX—Wolf Point, Mont.—Modif. 
re equip., amended re trans. 


SEPTEMBER 9 
WMAL, Washington — Modif. 


aux. trans. 

WILM, Chester, Pa.—CP vertical 
tenna, move trans from Carrcroft, 
to Chester, 


Chester. 


CP 


license 


an- 
Del., 
studio from Wilmington to 


WEXL, Royal Oak, Mich.—CP new 
trans., change antenna. 

WGAR, Cleveland—CP new trans., 
crease 500 w 1 kw D to 5 kw. 

WBTM, Danville, Va. cP 


equip. 
KGFF, Shawnee, Okla.—License for CP 


in- 


change 


as modif. new equip., increase power, 
move trans. 

KBST, Big Spring, Tex.—Modif. CP 
change equip., vertical antenna, trans. 


site. 
NEW, Paul B. McEvoy, Hobart, Okla.— 
CP 1420 ke 100 w unltd., amended to D. 


AUGUST 31 TO SEPTEMBER 12, INCLUSIVE 





NEW, Dr. Wm. S. Jacobs Brdestg. Co., 
Houston—CP 1220 ke 1 kw unltd. 

NEW, Red Lands Brdecstg. Assn., Ben 
T. Wilson, pres., Lufkin, Tex.—CP 1310 
ke 100 w D. 

WGL, Fort Wayne, Ind.—Vol. assign. 
license to Westinghouse Radio Stations Inc. 

KMED, Medford, Ore. change 
trans., new antenna, amended from spec. 
to unltd. 

KVOD, Denver—CP new trans., anten- 
na, increase 500 w to 1 kw N 5 kw D, 
move trans. locally. 

N ; . C. Greve, S. H. Patterson, 
Cheyenne—CP 1420 ke 100 w 250 w D 
unltd. 

KECA, Los Angeles—License for CP as 
modif. new equip., increase power etc. 

KSFO, San Francisco—Vol. assign. li- 
cense to Western Brdcstg Co. 

KMPC, Beverly Hills, Cal.—Auth. trans- 
fer control to George A. Richards. 

K E, Santa Ana, Cal.—Modif. CP re 
equip. 


SEPTEMBER 11 


WMBQ, Brooklyn—Invol. assign. license 
to Joseph Husid, Receiver, Metropolitan 
Brdestg. Corp. 

WOCL, Jamestown, N. Y.—Vol. assign. 
license to James Brdestg. Co. Inc. 

WTBO, Cumberland — Modif. license D 
LS Dallas to unltd. 250 w. 

WBNS, Columbus—CP new trans., 
crease 500 w 1 kw D to 1 kw 5 kw D. 

WHKC, Columbus—CP new trans., 
crease 500 w to 1 kw 5 kw D unltd. 


in- 


in- 


NEW, Observer Co. & News Pub. Co., 
Charlotte, N. C.—CP 880 ke 500 w N l 
kw D unltd. 


WTAD, Quincy, Ill.—CP new trans., an- 
tenna, increase 500 w to 1 kw, amended 
to omit increase in power. 

WMBD, Peoria, Ill—CP new trans., in- 
crease 500 w 1 kw D to 1 kw 5 kw D. 

NEW, Peninsula Newspapers Inc., Palo 
Alto, Cal.—CP 1160 ke 500 w D, amended 
re equip., and power to 250 w. 

KOL, Seattle—CP change equip. 

KHQ, Spokane — Modif. CP as modif. 
change equip., increase power, move trans., 
to further move trans. 

KVI, Tacoma—Modif. CP re equip. 

KIDO, Boise, Id.—License for CP new 
trans., antenna, move trans. 


KYW Asks 50 kw. 


KYW, Westinghouse station in 
Philadelphia, on Sept. 10 filed with 
the FCC an application for an in- 
crease in power from 10,000 to 
50,000 watts. Walter C. Evans, 
manager of the Westinghouse ra- 
dio division, announced the _ in- 
creased power is being sought to 
provide better reception through- 
out the Philadelphia area and con- 
tiguous territory. KYW already 
has a 50,000-watt transmitter in- 
stallation but it has been operated 
at the same power it had when 
located in Chicago. 











FOR SPORTS REMOTES—WLS, Chicago, uses this mobile unit to cover 


sports events. 
val, held at Urbana, IIl. 


Recently it was taken to the Illinois Farm Sports Festi- 
Chief Engineer Tommy Rowe is seated in the 


cab, with Charles Nehlsen carrying the transceiver, James Daugherty 
peering over the top, and Charles W. Anderson is on the running board. 
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Radio Is Described 


As Peace Weaponjy 


Could Have Kept Us Out of the 
World War, Asserts Holman 


RADIO’s power to prevent Unita 
States participation in anothe 
foreign war was discussed befor 
the Boston Rotary Club in a 
address Sept. 2 by John A. Hol. 
man, NBC general manager fo 
New England. Speaking on “4 
Decade of Progress in Radio Broad. 
casting,” Mr. Holman pictured, jn 
imagination, a nationwide map. 
date to Congress from the people 
after they had listened to a Pregj. 
dent’s broadcast, calling upon the 
lawmakers to declare a state of 
war. 

Holman said in part: “It is the 
autumn of 1941. Europe has been 
at war several years. And now 
America faces another Armaged- 
den, as she did in 1917. 

“Microphones are open on the 
dais and floor of the national 
House where both legislative 
branches, the Supreme Court and 
all official Washington _ tensely 
await the war message of the 
President. Will it be War or 
Peace? The temper of Congress 
will decide. But the people across 
the length and breadth of this 
great nation are also waiting—and 
listening in! For, if war comes, it 
is they who must make the great 
sacrifice — the sacrifices of their 
lives and their substance. 

Nation Aroused 


“THE HOUSE chamber is hushed 
as the President slowly and grave- 
ly reads on. Far into the morning 
of the next day Congress debates 
the message and the joint resolu- 
tion calling for our entry into an- 
other foreign conflict. 
“But in that solemn interlude, 
when War and Peace are poised 
in the balance, American_ public 
opinion has crystallized. The na- 
tion is aroused. The spectre of an- 
other foreign quarrel threatens our 
security. Then, the voice of the 
people rings imperiously in the 
halls of Congress: ‘We want no 
war! 
“That is the moral greatness we 
have a right to expect of radio. 
To you men of Rotary, who have 
contributed so much to the _ cause 
of international harmony, I say: 
‘Radio has the power to keep these 
United States out of the next war: 
“The people of this nation ret: 
ognize in radio an all -powe 
friend and protector. I know of n 
other great public service which 
enjoys such a wide measure 0 
public confidence. This confidence 
radio broadcasting will continue 
deserve. 
“Television, facsimile, the vast 
potentialities of shortwave trans- 
mission and ultra-high frequencies 
—in brief, the whole fascinating 
future of radio—ultimately will be 
yours to use. They will represel 
a new challenge and a new respor 
sibility.” 
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Don Lee Emissary East 
ToPrepare Mutual Tieup 


ING for its affiliation 
PREF tual Network Dec. 29, Don 
Broadcasting System has sent 
William E. Forbes to New York 
ghere he will remain for the next 
hree months coordinating activi- 
‘es between Don Lee, Mutual and 
the William G. Rambeau Co., ap- 
inted Don Lee representatives. 
in addition to his work in sales, 
Wr. Forbes also will go into pro- 
duction matters inasmuch as Mu- 
tual is planning to originate pro- 
grams from the West Coast. Later 
this month, Mr. Forbes will go to 
Chicago for a week’s visit and then 
return to New York. 





Rexall Autumn Sales 


UNITED DRUG Co., Boston (Rex- 
all stores) will use some 200 sta- 
tions in its semi-annual Rexall 
one-cent sales campaign this fall. 
The transcriptions, cut hy RCA- 
Victor and produced by Walter 
Craig, are being placed for Rex- 
all’s agents, Street & Finney Inc., 
New York, by Spot Broadcasting 
Inc, New York. They will be put 
on the air in three groups during 
the weeks of Oct. 138, Nov. 3 and 
Nov. 10 in support of the sales in 
each Rexall territory. Five quar- 
ter-hour programs will be broad- 
cast in each city. 





For Complete 
COVERAGE 
of 
HEAD of the LAKES 
and 
IRON RANGE 
REGIONS 


WEBC 
DULUTH 


WMFG 


HIBBING, MINN. 








Broadcast and Relay 


WHEN President Roosevelt 
held his drought conference 
in Des Moines early this 
month, KOIL, Omaha, carried 
a unique double-rebroadcast 
of a description of the pa- 
rade. The KFAB-KOIL- 
KFOR mobile broadcasting 
unit was sent to Des Moines 
from Omaha, where the 
WHO staff used it to broad- 
cast the parade of governors 
via shortwave. The 50,000- 
watt WHO picked up the 
shortwave and rebroadcast 
it on its regular clear chan- 
nel of 1,000 ke. This stand- 
ard broadcast was then picked 
up in Council Bluffs by 
KOIL and rebroadcast a sec- 
ond time over the KOIL fre- 
quency. KOIL also fed the 
program to KFOR, Lincoln, 
via telephone lines. Two other 
Iowa stations also received 
the broadcast over lines from 
WHO—KMA, Shenandoah, 
and WOC, Davenport. 











Baseball Under Odds 


ITS ANNOUNCER perched atop 
the transmitter building, WMFF, 
Plattsburg, N. Y., on Sept. 9 
scooped the Northern New York 
Baseball League by broadcasting 
a full account of the championship 
playoff game after the League had 
refused permission to broadcast. 
The station transmitter building 
is about 1,000 feet away from the 
park. Announcer Malcolm Weaver 
aided by a pair of powerful field 
glasses, was able to give an ac- 
curate account of the contest. The 
sponsor, Todd Motor Co., Packard 
dealers, was more than satisfied 
with the notoriety created by the 
novel broadcast. 





Iowa Net Appoints 


FRANK PHELAN has joined the 
sales force of the Iowa Network, 
replacing Carter Ringlep, who 
goes to KMBC, Kansas Citv. Mr. 
Phelan was formerly with WOW 
Omaha. Aleyn Burtis, former ad- 
vertising promotion manager of 
the Iowa Network has joined the 
publishing staff of the Register & 
Tribune, succeeded in the radio 
post by Gladys Greenberg, former- 
ly his assistant. 
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Supplied in {solantite Air-Gap holders 
in 550-1500 ke. band. Frequency drift 
fiaranteed to be “LESS THAN THREE 
YCLES” per million cycles per degree 
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PIEZO ELECTRIC CRYSTALS 


SCIENTIFIC 
RADIO SERVICE CRYSTALS 


Scientific Radio Service Crystals are ground to an accuracy 
of BETTER than .01% and are recognized the world over 
for their Dependability, Output and Accuracy of Frequency. . 


LOW TEMPERATURE COEFFICIENT CRYSTALS 


centigrade change in temperature. 


124 Jackson Ave., University Park, Hyattsville, Md. 


PIONEERS of 


Since 1925 


*5(°°° meric 


Write to Dept. B-962 
for price list. 














HUNDREDS 
OF 
ARTISTS, 
ANNOUNCERS, 
AND 
PUBLIC SPEAKERS 


Use PRESTO RECORDINGS to check on their diction. Here is a lucrative source of revenue 
for the modern broadcast station and transcription laboratory. 


Band leaders want recordings of their broadcasts . . . to assist in the betterment of their 
entertainment. Public speakers, bent on improving ‘‘mike”’ technique, buy recordings to assist 
in correcting defective diction. 

PRESTO INSTANTANEOUS RECORDING EQUIPMENT, because it makes possible immediate 
playback . . . because of its fidelity of reproduction . . . because of its simplicity and 
economy of operation . . . its constancy of speed .. . its rugged construction . . . its free- 
dom from vibration . . . is preferred above all other instantaneous recording units. NINETY- 
TWO PER CENT OF THE BROADCASTING STATIONS SO EQUIPPED, HAVE CHOSEN 
PRESTO. FOR PRESTO PAYS ITS WAY! 


Write for complete descriptive literature today 
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OVERHEAD FEED MECHANISM 


The feed mechanism, ruggedly constructed, is designed for maximum service with 
minimum wear. All cast parts are attractively finished in black crystal, while the 
machined parts are chromium plated. 
At Presto headquarters, you will find everything for your recording require- 
ments... from a needle to a disc... to a complete high fidelity studio 
installation. 


AND REMEMBER! PRESTO GRIEN SEAL DISCS are 
available in all sizes for immediate delivery . . . all orders 
filled and shipped same day. 


Export Division (except Australia and Canada) 
M. SIMONS & SONS, INC. 
25 Warren Street, New York, U. S. A. 
Cables: Simontrice, N. Y. 


RECORDING CORPORATION 


re 


139 West 19th Street, New York, 


Sot SSA aan gr Sob cate €5s 


N. Y. 
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PRESIDENT 
OF CRE! 


Are You Ready To Step 
Into A Better Radio Job? 


You can say “Yes” if your technical 
training has kept pace with the rapid 
changes in radio. Modern develop- 
ments, which eliminated some jobs, 
have created new ones. It’s our job 
to keep men ahead of theirs. Write 
for details about our home study 
training in Practical Radio Engineer- 
ing. 


48-Page Illustrated Catalog 
Gladly Mailed On Request 


RIETZKE 





‘What's Happening In 
Radio Today?” 


An interesting report and ana 
» sal- 


various branches of radio. Write 
for your free copy today! 











CAPITOL RADIO 


ENGINEERING INSTITUTE 


Dept. B-9 
Washington,D.C. 14th & Park Rd. 
New York City 29 Broadway 








IN THE 
CONTROL ROOM 


ANDREW D. RING, FCC assistant 
chief engineer in charge of broadeast- 
ing, won the Avolon Shores, Md. out- 
board motor regatta on Labor Day 
by outdistancing four entrants by a 
quarter of a lap in a four-lap race. 
Mr. Ring is the owner of Kilocycle 
Manor, a cottage on Chesapeak* Bay. 


MARK DUNNIGAN, technician of 
KYA, San Francisco, has entered the 
Capital Radio Engineering School in 
Washington, D. C., to take a course 
in transmitter building. Robert 
Smith, formerly with KDON, Del 
Monte, Cal., is filling in for Dunni- 
gan during his leave of absence. 


CHARLES BRANEN, operator at 
WDAY, Fargo, N. D., has’ been 
named chief engineer of WCLO, 
Janesville, Wis. Prior to leaving 
WDAY, Mr. Branen married Miss 
Margaret Vogelsang of Fargo. 


A. M. WOODFORD, operator of 
WBAP, Fort Worth, on leave of ab- 
sence at the Centennial, has been 
named chief of the Centennial’s radio 
staff. He will return to WBAP at 
the conclusion of the Fort Worth 
event. R. C. Stinson, head technical 
advisor of WBAP, has been named 
technical advisor for all Centennial 
programs for Fort Worth stations. 


JACOB G. SPERLING, formerly of 
WATR, Waterbury, Conn., has joined 
WNBC, New Britain. 

CARL A. JOHNSON has rejoined 
KGA, Spokane, after copying Trans- 





radio reports at KIT, Yakima, and 
KUJ, Walla Walla, Wash., for a 
year. 

MATTHEW CAREY, recent gradu- 


ate of the Providence Radio School, 
has joined the technical staff of 
WPRO, Providence. 





FEDERAL TELEGRAPH CO. 


FAMED FOR 


RADIO TUBES PERFORMANCE 











LONG LIFE * UNIFORM 
GHARACTERISTICS 


Made under Federal Telegraph 
Company-Owned Patents 


Federal Telegraph Co. 
Tube F-357A 
Half Wave Rectifier 
(Interchangeable with 
U. V. 857 and ‘W. E. 266A) 


illustrated 
one of a long line of Federal Tele- 
graph Co. Radio Tubes “Famed for 
Performance” throughout the world. 
Federal 
have greatly improved this type of 
mercury vapor tube by shielding it. 
In F-357A the arc is confined within 
the shield which reduces bulb black- 


ening and materially reduces the 





@ F-357A, half wave rectifier 


above, represents just 


Telegraph Co. 


engineers 


tendency to arc back. A _ special 


Federal Telegraph Company, a Mackay 
Radio subsidiary, i ins a tube service 
organization that really wants to serve you. 





‘filament core material insures per- 
manency of the oxide coating and 
prevents flaking. Write for catalog. 


FEDERAL TELEGRAPH COMPANY. 200 Mt. Pleasant Avenue, Newark, N. J. 
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Beverage, Horle Named 


For Presidency of IRE 


HAROLD H. BEVERAGE, chief 
research engineer of RCA Com- 
munications Inc., and Lawrence C. 
F. Horle, New York consulting en- 
gineer and former chief engineer 
of Federal Telegraph, have been 
nominated for the 1937 presidency 
of the Institute of Radio Engi- 
neers. The ballots will be mailed 
to the IRE membership shortly, to 
be counted before Jan. 1 when the 
results will be announced. 

Nominated for the honorary vice 
presidency, which annually goes to 
a distinguished foreigner, are P. P. 
Eckersley, former chief engineer 
of the British Broadcasting Corp., 
now an independent consulting en- 
gineer in London, and Dr. Heinrich 
Fassbender, Berlin Radio Institute. 
For directors, three to be selected, 
the following were nominated: 
Ralph Bown, A. T. & T.; Dr. AI- 
fred N. Goldsmith, New York con- 
sulting engineer: Dr. C. B. Jolliffe, 
chief of the RCA freauency bu- 
reau: George Lewis, I. T. & T.; A. 
F. Murray, Phileco Radio & Tele- 
vision Co.; Prof. H. M. Turner, 
Yale University. 





WHITMAN HALL, chief engineer 
of WCOP, Boston, is the father of 
a boy, born in August at Jordan Hos- 
pital, Boston. 


C. W. GOYDER, late of the BBC 
research department, left England 
Aug. 11 by air for India where he is 
taking up the position of chief engi- 
neer of All-India Radio. 


LLOYD MORSE. sound effects en- 
gineer of WEET, Boston. was married 


Aug. 29 to Miss Helen Cotton, of 
Peabody, Mass. 
JOHN M. NELSON, recently with 


KYW. Philadelphia, has joined 
KGFF, Shawnee, Okla. 


J. M. CARMAN has joined the 
technical staff of WMBO, Auburn, N.Y. 


HARRY N. BLACK has joined the 
alana staff of WOSU, Colum- 
us. 


RCA INSTITUTES, training school 
subsidiary of RCA, has named the 
following as technica] advisors: R. R. 
Beal, RCA research supervisor; Har- 
old Beverage, chief research engineer 
of Radiomarine Corp. of America; Th. 
M. Clement, vice president in charge 
of research and engineering at Cam- 
den; Dr. A. N. Goldsmith, RCA con- 
sulting engineer; O. B. Hanson, NBC 
chief engineer; Dr. C. B. Jolliffe, for- 
mer FCC chief engineer, now in 
charge of RCA frequency bureau; A. 
F. Van Dyck, engineer in charge of 
RCA license laboratory. 





UNIVERSAL 
Professional 
Recording 
Machine 


New, improved de- 
sign — Scientifically 
correct — Superla- 
tive performance— 
Solid, heavy, de- 
“pendable — Pre- 
cision machined for 
long and contin- 
ued use—16 in. 
distortion 
turntable dise — 
Constant speed rim 
drive—110 volt A.C. 
100% synchronous 
reversible motor — 
Individually  cali- 











proof 


424 Warren Lane, 





‘ Children, on Sept. 


RECORD PIANO MUSIC at 33-1/3 R.P.M. with 





brated timing bar provides for both 33% and 78 R.P.M. 


Write for latest folder giving detailed description. 


UNIVERSAL MICROPHONE CO., LTD. 








Award Created by Paley 


For Service by Amatey, 
WILLIAM S. PALEY, CBs presi 
dent, has offered a Permanent 
award to be given annually to the 
“ham” who contributes most jy 
technical development or operat. 
ing achievement. The award was 
inspired by service given by ama. 
teurs during the spring floods. The 
American Radio Relay League has 
been named by Mr. Paley as per. 
manent custodians of the award 
the name of the winner to be en. 
graved on it each year and a 
replica presented to each winner, 

Announcement of the award 
was made Sept. 6 by E. K. Cohan, 
CBS engineering director, at the 
Chicago convention of the ARRL 
central division. It is limited to 
amateurs in the United States and 
Canada. Mr. Paley stated that 
commercial radio owes a debt of 
gratitude to amateur experiment. 
ers. 


“‘Today’s Children” Back 


THE dramatic serial of the prob- 
lems of a modern family, Today’s 
11 began its 
fourth year of broadcasting over 
NBC networks under the sponsor- 
ship of Pillsbury Flour Mills Co. 
Minneapolis. Written by Irna 
Phillips and _ built around the 
everyday problems of “Mother 
Moran” and her children, all be- 
tween the ages of 20 and 30, the 
program has achieved enviable pop- 
ularity since it made its first ap- 
pearance on WMAQ, Chicago, on 
June 20, 1932. Pillsbury began 
sponsoring the program over 
WMAQ on May 15, 1933, and has 
sponsored it over NBC_ networks 
since Sept. 11, 1933. The large 
cast of Today’s Children has been 
held together with few changes. 
Miss Phillips takes the role of 
Kay, Fred Von Ammon is Terry, 
Bess Johnson is Fran and Jean 
MacGregor is Dot. Today’s Chil- 
dren is broadcast over an NBC- 
Red network daily except Satur- 
day and Sunday, 10:45-11 a. m 
(EDST). Hutchinson Adv. Co., 
Minneapolis, has the account. 


AUGUST billings of Mutual 
Broadcasting System totaled 
$122,065, an increase of 69% over 
August, 1935, billings, which were 
$72,076, and the third consecutive 
month the total has exceeded the 
preceding month. June _ billings 











were $104,510; July $109,561. At 
the current rate the Mutual bill- 
ings for the year 1936 are expected 
to reach $2,000,000. 
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and 130 lines 
per in.—Solid steel bar slide—The climax of four years of research and experiment— 
Positively the last word in instantaneous recording equipment. 


at 90, 110, 





Inglewood, Calif., U. S. A. 
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EQUIPMENT 


h ] 1 a new 
7(3) Jhicago, as placed 2 

WON, sects Sachine in service, built 
to specifications of production and 
gund-effects departments of the sta- 
tion. Six of the machines will be 
installed. Atop the machine, devel- 
after six months of experiment- 
os, are three turntables of variable 
s s arranged so two tone arms can 
be applied to one record at any time. 
The sound library includes some 300 
discs. Sounds emerge from a large 
speaker, with a microphone suspend- 
ed in front of it. Thus actors can 
hear sounds woven into their broad- 


casts. 

NEW 172-page Catalogue J of 
a ieperal Radio Co., describing and 
iJlustrating each item of equipment 
offered by General Radio Co., Cam- 
bridge, Mass., and listing prices, was 
issued early in September and is avail- 
able upon request. 
(COMMERCIAL RADIO EQUIP- 
MENT Uo., Kansas City, announces 
its new FC-2 frequency control unit, 
acombined constant temperature oven 
and crystal oscillator unit said to 
meet new FCC requirements and to 
incorporate all advanced ideas of de- 
sign, An indirectly heated cathode 
tube for the crystal oscillator elimi- 
nates that source of kum. A descrip- 
tive bulletin, No. 14, is being prepared. 





KYA, San Francisco, has started 
work on its new 5,000 watt RCA 
transmitter, to be erected at Bay- 
shore & Third St. Erection is to be 
completed by Jan. 1. Broadcasting 
studios and executive offices in the 
Hearst Bldg. are also being remod- 
eed and enlarged. 

KFRU, Columbia, Mo., has purchased 
al kw. Western Electric transmitter 
and has ordered a new speech input 
amplifier and microphones to match. 
Studios and offices are being remod- 
ed to accommodate the new equip- 
ment. Work is to be completed early 
in October. 


KGFF, Shawnee, Okla., has com- 
pleted installation of a new Collins 
Radio Co. 250-watt transmitter at its 
Shawnee Country Club site. A 300- 
foot Lehigh vertical antenna was in- 
stalled under direction of Eustace H. 
Taylor, chief engineer. 


WOAI, San Antonio, has installed a 
wund-proof news room for its tele- 
ype and telegraph machines, which 
ire mounted on three inches of cork. 
Colored lights announce flashes. 


WOSU, Columbus, has acquired a 
General Radio modulation monitor at 
the transmitter. An RCA AA4194B 
high-fidelity monitoring system was 
installed recently in the control room. 


INSULINE CORP. OF AMERICA, 
New York, has published its 193; 
catalog of radio accessories transmit- 
ung parts and similar devices. The 
company announces that it has been 
“perimenting with television since 
W27 and that special circulars de- 
vribing its apparatus will be mailed 
om request. 

BRUNO LABORATORIES Ine. has 
btained an ERPI license to produce 
A equipment under A. T. & T and 
Western Electric patents, widening 
tS sales field. 
“ORNELL-DUBILIER Corp. on 
‘pt. 1 moved into its new plant and 
ifiees at South Plainfield, N. J. 


GEORGE JONES, formerly wi 

INGE JONES, yY with 
Jansky & Bailey, Washington consult- 
A engineers, has joined the Graybar 
ectric Co. staff in Washington as 


‘sistant to William Laneaster, branch 
anager, 
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CATES wonutecturerces 


Everything in Speech—Remote— 
Transcription and Microphone 
Equipment 
GATES RADIO & SUPPLY CO. 


QUINCY, ILLINOIS 


COLLEGE SPONSORS 
Ohio U. Students, Faculty 
Back WOSU Series 


WOSU, Ohio State University sta- 
tion at Columbus, has completed 
the first season of its Student 
Frolic, during which 15 new art- 
ists, three original playlets, and a 
ten-piece all-student dance orches- 
tra were introduced. 

new form of educational 
“commercialization” was intro- 
duced to radio audiences with the 
program, since students promoted 
their own campus activities by 
means of programs arranged with 
the idea of attracting listeners and 
reaching parents in home com- 
munities. Fraternities and sorori- 
ties also cooperated in assuring 
the program of satisfactory re- 
sponse and audience. 

C. Wilbert Pettegrew, of the 
WOSU staff, was production su- 
pervisor, conceived the idea and 
projected it as one means of de- 
veloping student talent. He direct- 
ed programs and served as master 
of ceremonies, but this year he 
hopes to find a student, who, un- 
der his supervision, can take ac- 
tive charge of the whole show, 
making it a genuine “all-student” 
program. Ohio Staters Inc., a 
group of students and faculty 
members, helped back the project 
as one of the “sponsors”. 

“It is hoped,” Mr. Pettegrew 
said, “that within a year or so we 
can have a complete program of 
student music, student playlets and 
continuity, arranged and produced 
entirely by students. When we do 
that we’ll have given the radio in- 
dustry some real material upon 
which to build.” Mr. Pettegrew 
formerly was with NBC in Cleve- 
land, where he announced as David 
Allan. 


IN ADVANCE of Mutual net- 
work’s expansion to the West 
Coast this autumn when the Don 
Lee group of stations will be 
added, WOR, Newark, is signing 
talent for programs to be fed to 
the network. Among those signed 
are Benay Venuta, hot singer; Wel- 
come Lewis, contralto; Joey Nash, 
tenor; The Grummits, comedy ser- 
ies; Danny Dee, raconteur; Mullen 
Sisters, trio. 





Europe’s Power Limits 


WITH something like 200 new 
broadcast transmitters in the 
course of construction in the 
various European countries, most 
of them are adhering to the power 
limitations imposed by the Lucerne 
Plan adopted last year by the In- 
ternational Broadcasting Union, 
according to a report from Lon- 
don. Under the plan a maximum 
of 150 kw. is permitted on the long 
waves above 300 kc., which are 


used by several dozen stations in 
Europe but not in the United 
States. Powers in the regular 
broadcast band are limited accord- 
ing to frequencies, with a maxi- 
mum of 100 kw. between 550-1100 
ke.; 60 kw. between 1100-1250 kc., 
and 30 kw. between 1250-1500 kc. 
Russia’s 500 kw. Comintern sta- 
tion at Moscow operates on the 
long wave of 400 ke. and pre- 
sumably does not adhere to the 
Lucerne Plan. 








Whatever your require- 
ments in Mica Trans- 

mitting Capacitors . . Cornell- 

Dubilier can supply them. 


Their improved modern design, their in- 
herent sturdiness, their compactness, 
their reliability under the most exacting 
conditions have found favor wherever 
PERFORMANCE is the prime factor. 


When you require Mica Condensers... 
specify C-D’s. Engineering and indus- 
trial catalog No. 127 available on request. 


The Type 50 to 59 series of mica transmitting capacitors are hermeti- 
cally enclosed in a ceramic tubing with cast aluminum end terminals. 
These capacitors can be mounted in either a vertical or horizontal 
plane. Series, series-parallel or any other combination, can be obtained 


by Lolting terminal ends together. 
CORNELL-DUBILIER 














A\ssured when you use General Radio Type 653 Volume Controls. Four stock impedances. Moderately priced at $12.50. 
Write for Bulletin 50-B for complete description. 


GENERAL RADIO COMPANY 
CAMBRIDGE, MASSACHUSETTS 


QUIETNESS e CONVENIENCE e LONG LIFE 
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Merxchandising 


Banks and Homes—Sears Celebrates— Poll-O-Meters— 
Beer and Beauty—Hats for Scores 


2: Promotion 








BANK OF AMERICA, San Fran- 
cisco, sponsoring The House of 
Melody on 2 NBC Pacific Red net- 
work stations (KPO-KFI) has be- 
gun an elaborate merchandising 
and advertising campaign. It in- 
cludes 24-foot billboards through- 
out California; posters; card ad- 
vertisements in street cars; counter 
displays; direct mail broadsides 
om circulars; and point-of-sale 
displays for electrical appliance 
dealers and realtors. Prior to the 
start of the campaign, however, 
the agency, Chas. R. Stuart Inc., 
San Francisco, ran half-page ad- 
vertisements in the major news- 
papers of California, with pic- 
tures of program artists. 

The half-hour musical program, 
heard Tuesdays at 9 p. m. features 
Meredith Willson and a 24-piece 
string orchestra, with John Nes- 
bitt, commentator. Broadcast calls 
attention to Bank of America’s 
new copyrighted “Timeplan” 
financing for home buying or con- 
struction. A free copy of Bank of 
America’s “Home Plan Book” is 
offered dialers. The booklet, 64 
pages in color, contains 30 actual 
architectural drawings and plans 
of houses that can be erected at 
‘ various prices. Plans have been 
approved by the American Insti- 
tute of Architects and Federal 
Housing Administration. 


NBC fan mail in -_ exceeded by 
‘63,850 pieces the July figure last 
year, with daytime programs at- 
tracting 63% of the mail. Of 3,021 
correspondents who commented on 
the type of program, 2,975 wrote 
favorably. Artists fared well with 
857 applause letters as compared 
with 39 letters of criticism. Only 
15 letters complained of commer- 
cial announcements. a 


REGIONAL ADVERTISERS Inc., 
New York (cooperative gas com- 
pany campaign) is offering free 
recipes for canning fruits to all 
listeners who call at the local gas 
company which is sponsoring the 
Mystery Chef on NBC-Red net- 
work Wednesdays and Fridays, 
10:30-10:45 a. m. and_transcrip- 
tions on WHAM, WSYR, WTIC, 
WCSH, WTAG. 
* * * 


WESG, Elmira, N. Y., introduces 
local amateur talent on the twice 
weekly Woodhull’s Old-Tyme Kool- 
motor Music-Makers program 
sponsored by Cities Service Gas 
& Oil Co., regional distributor, 
awarding cash prizes to winners 
and a chance for a_ professional 
engagement at New York State’s 
largest barn dance, in Elmira 
Heights. 
* os a 
IN ITS PROMOTION of increased 
daytime power, now 5,000 watts, 
WMT, Cedar Rapids, used a full 
page two-color advertisement in 
the Des Moines Sunday Register. 
The ad included a colored map 
showing coverage by counties. 
* 


FRIGIDAIRE Corp., Dayton (re- 
frigerators) is offering a  cold- 
guage to all listeners who call at 
their local authorized Frigidaire 
dealers. The program is heard 
Fridays, 9:30-10 p. m. on an NBC- 
Blue network. 
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JAYS Ince., exclusive feminine 
fashion store in Boston, made its 
radio debut in late August on 
WNAC to announce a tieup with 
Vogue as that magazine’s New 
England representative for its 
Ideal College Wardrobe. An audi- 
tion of the program was rehearsed 
for the benefit of the store’s per- 
sonnel. The Vogue annual contest 
was promoted. Jays is making a 
check on results of its debut on 
the air. Lavin & Co. Inc., Boston, 
handled the account | 


WFBL, Syracuse, had a booth at 
the New York State Fair, display- 
ing photographs of artists and 
providing continuous _ entertain- 
ment for fair visitors. The station 
now inserts 35-word announce- 
ments between programs to build 
up shows later in the day and the 
publicity director is interviewed on 
the Miss Goodnews program about 
local and CBS programs. 


IN CELEBRATION of its 50th 
anniversary, Sears Roebuck & Co., 
Chicago, which has entered a 26- 
week contract for 94 CBS stations, 
a half-hour weekly starting Sept. 
17, views the program as a gesture 
of good will to patrons, and dedi- 
cated to them and to the 50,000 em- 
ployes of the organization. Stack- 
Goble Adv. Agency, Chicago, has 
the account. The program is titled 
Sears—Then and Now. 


WFIL, Philadelphia, has organized 
a merchandising department to 
expand its client exploitation ac- 
tivities, with Jerry Moore, Balti- 
more and Washington advertising 
executive. In the last year WFIL 
has used 92,000 lines of display 
space in two local newspapers for 
the benefit of sponsors in a time- 
space exchange. 
* * * 

MOVIE TRAILERS in the six 
Harry Huffman Theatres, Denver, 
tell of coming and current pro- 
grams to be heard over KLZ. A 
current trailer mentions that “the 
top. programs are at the top of 
the dial,” together with a list of 
coming KLZ attractions. 


TO PROMOTE listener interest in 
the Literary Digest Presidential 
Poll on an NBC-Blue network, 
Goodyear Tire & Rubber Co., Ak- 
ron, sponsoring the program is 
sending out every Wednesday night 
80,000 20 x 24 inch jumbo RCA 
radiograms, printed by Western 
Newspaper Union, to Goodyear 
dealers in 20 key cities from coast 
to coast on the following day. The 
radiograms carry the latest result 
of the Digest poll as announced 
each Wednesday. 

Goodyear dealers are distribut- 
ing 2,000,000 Poll-O-Meters, a red, 
white and blue chart which allows 
the radio listener to put down the 
results of the Digest Poll each 
week. It also allows for a break- 
down of the poll by states, along 
with a list of the electoral votes 
allowed each state and the results 
of the 1932 Roosevelt-Hoover vote. 
Goodyear advertisements in news- 
papers also feature a box direct- 
ing attention to the radio series. 
Arthur Kudner Inc., New York is 
agency. 

* * 
WHEN Los Angeles Brewing Co. 
announced a beauty contest on 
KFWB, Hollywood, more than 
3,000 photos were submitted from 
which 50 were selected for a print- 
ed booklet distributed throughout 
Los Angeles. Girls were inter- 
viewed on KFWB. Bottle caps or 
receipts for a can of the sponsor’s 
beer counted as votes, with the 
person casting the most each week 
receiving a cash prize. Entries 
came from 84 cities through 435 
dealers, the number of bottle caps 
amounting to 1,460,235. Cost of 
each sale as a result of the KFWB 
program was less than 1/3 cent. 

* * * 


NBC has issued a folder illustrat- 
ing its growth between 1926 and 
1936. Maps showing Red and Blue 
network stations and depicting 
studio, program and personnel ex- 
pansion are included. It is point- 
ed out that 71% of programs are 
sustaining. The folder is part of 
the tenth anniversary promotion. 
* * * 


WALLETS are given away by 
Tide Water Oil Co., New York, 
sponsoring news. broadcasts on 
WFIL, Philadelphia, to “guest re- 
porters” who write their own con- 
tinuity. Four guests appear on 
each program. Wallets are stamped 
with name of the individual, the 
sponsor and the station. 








20,000 OF THESE — Window displays are being placed by American 


Do] 


Tobacco for the Lucky Strike Sweepstakes contest, now employing 6,000 
workers to handle five million entries a week. The number of winners 
averages well over 200,000 a week, tins of 50 cigarettes now being given 
instead of cartens of 200. Over 1,300,000 cartons had been given 
winners up to Aug. 29, at a cost of more than a dollar each. 


1936 


BROADCASTING « Broadcast Advertising 


CONTINENTAL BAKING,&g 
Chicago (Wonder Bread, 
Cake), 
Opera House in Chicago, 


tions of the early history 


cago, titled Wonder Show, 


names of early and 


Barton, Durstine & Osborn 
New York, has the account. 


dramatic series was broadcast rp. 
cently on the two stations fron 


New York. 


* * 


F. B. WASHBURN Co., Brockton, 
Mass. (Walico Candy Bars), on 
Sept. 12, started a series of Satu. 
day morning child amateur pr. 
grams, on WNAC, Boston, for 5) 
Prizes such as _ sporting 
equipment, cameras, wrist watches, 
and similar articles ar 
awarded the winners, chosen by 
the radio audience. Votes are based 
on the number of Walico cartons, 
Similar prizes will be awarded the 
children, not contestants, who send 
in the largest number of cartons 
as votes for children on the pro. 
gram. The account was placed by 
Broadcast Advertising Inc., Bos. 


weeks. 


games 


ton. 
* *” * 


LUNDSTROM HAT Co., San 
Francisco (men’s hats), former 
spot user on a small scale, will 
sponsor thru M. E. Harlan Ady. 
Agency, that city, the Lundstrom 
Scout, a football program on KG0 
for 138 weeks, starting Sept. 16, 
Brick Mitchell, former All-Ameri- 
ca player and coach of several Pa- 


cific Coast teams, will present 


scout’s report on plays and play- 
ers in games in the San Francisco 
Bay region. Lundstrom’s will give 
hats to persons guessing the scores 
Ballots will be distrib- 


of games. 
uted at all Lundstrom stores 
the Bay region. . 


- 


WOAI, San Antonio, is putting a 
show case in the lobby. Each week 
from four to seven items adver- 
tised over the station will be dis- 
played, with accompanying cards 
explaining title of program, ar- 


tists and time of broadcast. 


addition, a board is being placed 
on the wall with current promo- 
tional items mounted upon it for 
studio visitors. 
Weekly schedules are given studio 
guests and visitors are shown mag- 
azines with WOAI news red-pen- 


examination by 


cilled. 


* * * 


THE FUR DOCTOR, San Fran- 
cisco (furs), capitalizing on the 


current craze, is sponsoring 


Knock-Knock _ series 


IMPRESSIVE market data 
presented in modest style by 

Colum 
Raleigh, N. C., 


pamphlet devoid of frills but 
signed for utility. 


H 
presented at the ce 


S 
the first of a series of dranetis 
of Chi. 


capacity audience of 4,000, i 


dents of the 1860’s and 1870's wey 
dramatized on a hookup of Wn 
and WOR. Some of the famoy 

resent-day 
Chicago went to the broadean 
covered wagons, chaises, broughams 
stage coaches and the like. Batte, 


” 
Ine, 


six nights 
weekly at 5:45 p. m., and Sum 
days at 9:45 a. m., on KJBS, San 
Francisco, and KQW, San _ Jose, 
Cal. “Knock-Knocks” submitted by 
dialers are broadcast and a $2. 
merchandise order presented for 
the best one submitted each day. 
Grand prize will be a fur coat, 
with a fox fur as second prize, the 
13 weeks contest, closing Sept. 15. 


a SELL 
“The Carolina Combination” | 


bia, S. C., and WPT 
in a combination 
rate card offering a special rate 
for the two stations. The data are 


printed in a stapled, letter - size 
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says John C. Mevius, Gen. Mgor., 
Station WEMP, Milwaukee, Wis. 
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RCA 100-E TRANSMITTER 
8 IMPORTANT POINTS 
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1 A new, simplified transmitter designed specifi- 

cally for low-power stations. Emphasizes per- 
formances, discards items not needed on low-power 
s transmitters, and introduces simplifications for 
economy and increased reliability. 





qoly 27th, 1986 


2 High-fidelity performance equal to that of de- [7 

luxe high-powered RCA transmitters. Meets the 
most critical of present standards, and is equal 
to any likely future standards—thus minimizing 
early obsolescence. 


| 


3 Latest engineering advances forestall rapid de- } — 

preciation. Has such new developments as zero- 
coefficient crystals, class B modulation and others, 
which increase quality and reliability. These im- 
portant assets greatly increase life of transmitter, 
allowing cost to be liquidated over greater period 
of useful life. 





the put o pre 
on equi - nt, 08 osition +o rs iD 
spocoh S00 Sey avacion 12,6 Bip passer Drove 
e ve. 


Self-contained, all AC-operated unit. Almost as TH 

easily installed as a receiver. No rotating machin- zz: 
ery, starters or parts to get out of order; can be MF 
easily moved. Operates from a single-phase 110- C! 
volt supply, requiring no special power lines. Has 
its own speech-amplifier. 
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ould Like 
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Les 
Ur equipment. 


fnanks 
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h is 
ration whic 
fer your om 5 Uses inexpensive tubes. Employs new and dif- 


ferent arrangement of tubes, especially devel- | 
oped by RCA engineers. They are inexpensive [7 
types noted for long life. Tube costs with this 
transmitter are approximately half those of any 
comparable 100-watt transmitter. 


alway® 100%, very tray» 


> 4 
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6 Most economical-to-operate transmitter ever 

developed ... because of the simplified design 
and reduced number of components. Power con- T 
sumption is extremely low. Guarantee against de- zz 


R CA’S N EW baat { G oo = Fi D & LITY fective materials reduces replacements other than iv 


tubes. Minimum of servicing required. 


Zz r 
TRAN SMITTER F OR LOW 7 Carries all standard RCA guarantees and patent 
protection. Fully guaranteed, exactly as are the 


POWER STATIONS—the 100-E! larger RCA transmitters—completé insurance 


against unexpected replacement costs. Moreover 
RCA’s new high-fidelity transmitter 100-E, designed —the user is adequately protected against patent y 


“ = . infringement damages. 
especially for low-power stations, will make you as en- “ . 


thusiastic as Mr. Mevius. It’s a fine investment, as the 8 A standard transmitter reasonably priced. Offers 
8-point panel at right proves. Free details on request. small stations “high-fidelity” and RCA quality st 


a low price. Guarantees quality, reliability and pro- P 
eG a 5 tection previously available to larger stations only. | 


RCA MANUFACTURING CO., INC., CAMDEN, NEW JERSEY + A SERVICE OF THE RADIO fee) ite) Yale), me) mr Vila ae 
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